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英/双语教学的成功路径与商科英文原版教材的效用 

（代序） 

在我国高校，用英语或双语教授专业课程（以下简称：英/双语教学）始于改革开放引进

热潮，历经 30 年，虽发展不快，仍在缓慢推进。20 世纪 80 年代，改革开放后留学归来的教育

界学者们不仅引进了各学科先进的研究成果，也随之引进了西方高校的教材。以清华大学出版

社为领军的国内出版社适时地引进了西方优秀教材的影印版，推动了一些高校开始在专业课程

中开展英/双语教学。2007 年以来，国家教育质量工程专设的“国家高校双语教学示范课程建

设点”的评定项目被视为政府教育发展的政策风向标，正有力地推动着高校英/双语教学的发展。 

但对英/双语教学的必要性，我国高校内部一直争议不断。争议首先围绕着中国人用英语

教学的必要性。在公认英语是目前世界通用语言的前提下，英/双语教学的必要性取决于我国高

校师生是否有必要及时汲取世界最新的知识和研究成果。答案是不言而喻的。况且英/双语教学

省却了翻译过程，可以避免常见的信息减损和曲解问题。不过，信息发布者——教师的英语演

讲能力和信息接收者——学生的英语解读能力不足又成为开展英/双语教学的障碍。因而常见

的反对意见是，开展英/双语教学，课堂教学内容就会缩水，因为讲授者和听众都得花费精力

和时间解译内容。如此看来，我国开展英/双语教学的高校教师必须应对挑战，洞察在我国现

有条件下用英文原版教材开展英/双语教学的利和弊，并找到可行的扬长避短的路径。  

在经济开放和全球化的大趋势推动下，我国中小学英语教学分量加重，英语普及程度逐年

提高，高校新生的英语基础愈益扎实；教师的英语能力也随着师资的新陈代谢而日见增强。这

一趋势无疑在为英/双语教学营造越来越有利的条件。尽管如此，不同于以英语为主要语言或

官方语言的一些国家，英语在我国的普及率仍较低。在青少年中，英语的普及程度和英语应用

能力还仅处于初级水平；高校中能用英语演讲的教师尚属少数，且熟练程度还有待大幅提高。

这样的师生英语基础，使得英/双语教学面临巨大的挑战。 

同时，在多数的中国高校课堂里，教学任务多被视为逐章讲解某本教材的内容。本土中文

教材通常是 400～500 页的 32 开本，含理论框架、主要知识点、计算方法和习题，但案例和故

事不在其中，多由教师在讲解时添加，以演示和诠释理论要点。迄今仍然普遍盛行的“填鸭式”、

“满堂灌”的传统教学法侧重于传授知识，从多数评教指标可见，只要学生感觉教师讲得精彩、

有条理、能解惑，就算教学成功。 

而引进的国外教材篇幅通常较长，16 开大本，500～800 页。习惯于上述传统教学法和评价

标准的人们自然会产生一个疑问：在有限的课时内，这么厚的教材，怎么讲得完？其实，发达

国家多数高校对学生阅读量的要求远远大于我国高校（即使是中文课本和资料），名校更是如此。

它们的教材不仅涵盖理论框架和基本概念，而且富含长短不一、详简各异的演示性案例、故事

和大量习题，总之它便于学生自学。课堂讲解只占一半课时，其余课时常被用于师生讨论和互

动。于是，教师的讲解主要是勾勒理论框架，阐释重点和难点，还需针对事先布置的阅读资料

和讨论题，引导学生展开讨论。可见，大厚本的教材适合于能力培训教学法。两者相辅相成，

致力于调动学生的主动性：他们必须大量阅读和思考，才能在课堂上有上好的表现，真正成为
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学习的主人。结果，他们的能力获得了必要和切实的磨炼。 

由此可见，英/双语教学不只是教学语言的改变，它可以达到三重效用：传授专业知识；

传授英语知识；同时训练专业方法和英语的应用技能。也因此，一些非英语国家的高校不惜成

本，开展英/双语教学，使用与之相配的教材。对我国高校来说，要想成功开展英/双语教学，

恐怕首先需要改变传统的教育思想和教学方法。换言之，如果高校想要使教育、教学接近世界

先进水准，用英文原版影印教材开展英/双语教学是有效的途径。 

迄今为止，原版英文教材的缺点也很明显。鉴于发达国家的作者是以其母国为背景，多数

教材不涉及中国国情。教师必须在教学中紧密结合中国国情，提供相关案例、资料和思考讨论

题，适时引导师生思辨现有理论的普适性，激励师生发现和创作适合我国国情的经济学、管理

学、营销学规律。在我国作者编写和出版足量的优质英文教材之前，这些额外的工作必须由开

展英/双语教学的教师来承担。 

古今中外，成才之士都乐于阅读和探索，而这种氛围却在当今我国的大学校园里愈见淡化。

加之中国学生相对薄弱的英语基础，目前英/双语教学仍面临很大的挑战：“填鸭式”的讲授与

之相悖；仅靠课堂讲授和互动也很难奏效。但如能培养学生阅读和探索真理的兴趣，并营造一

个全方位的孵化温床或生态环境，英/双语教学是有望成功的。根据能力培育过程的所需，这

个生态环境包含师生对教育、教学的共识，好学求知的校风，富有挑战和师生互动的课堂教

学，从课外讲座、项目操作到校园竞赛等第二课堂活动，便于师生交流的校园互联网等。 

要做到这些，教师亟待与时俱进。随着师资的年轻化和高学历化，如今年轻教师的英语基

础更好。但逆水行舟，不进则退。英语能力的进退取决于使用频率的多寡，其实英/双语教学

过程既是加强英语使用、提高英语能力，也是汲取世界新知的最佳机会。不过，这一过程通常

比用汉语教学的付出大得多，且因学生也需成倍地付出，英/双语教学的课程不容易像汉语教

学课程那样容易在短期内获得学生的好评。因此给予英/双语教学的教师足够的激励成为生态

环境的首要组成部分；缺乏对教师的足够激励，上述英/双语教学的生态环境就无法营造。 

诚然，在教育体制和环境不够理想的情况下，教师和学生仍然有个人自训和奋斗的条件。

英语原版教材影印版在我国的出版和更新就是对英/双语教学的及时支持。清华大学出版社近

期又有一批英文原版影印教材出版，相信必将更进一步推动英/双语教学的发展。如今，已有

一些本土高校的教师与英语国家的教师合著英文教材；在可见的将来，还会有中国教师编写发

行到世界各地的英文教材。总之，及时用好英文原版影印教材，编写优质的英文教材是我国高

校教师的历史责任。 

愿英/双语教学的师资队伍愈益壮大，愿英/双语教学更加有力地推动我国教学方法与国际

接轨，愿我国高校各级学生在英/双语教学中受益良多，茁壮成长！ 

对外经济贸易大学 

傅慧芬 
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2 Part 1 Foundations of Business Communication

Understanding  
Business 
Communication

“ We’re sorry we even started down this path. And we do hope you’ll 

accept our apology.” 1

—Kirstie Foster, Director of Corporate and Brand Communications for General Mills 

LearninG OBjeC tive s

after you have finished this chapter, you should be able to

LO1 Identify the components of communication.

LO2 Identify the major verbal and nonverbal barriers to communication.

LO3 Describe criteria for choosing communication media.

LO4 Avoid potential legal consequences of communication.

LO5 Communicate ethically.

The Learning Objectives (LOs) will help you learn the material. You’ll see references 
to the LOs throughout the chapter.

Foundations of Business CommunicationPart 1

C h A p t e r

1
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ChaPter 1 Understanding Business Communication 3

Chapter intrODUCtiOn

General Mills reverts Back to its  
Former Legal terms 
Business communication is more complex and more 

highly criticized than ever. General Mills discovered 

this when the company changed its legal terms to 

ward off lawsuits. 

the company’s new legal terms restricted customers’ 

right to sue if they subscribe to an email, download 

a coupon, “like” a brand on Facebook, or enter an 

online contest. As you can imagine, General Mills’ 

popular brands—Cheerios, progresso, pillsbury, and 

others—inspire consumers to interact online, and people didn’t respond well. One 

attorney summed up the problem: “It’s essentially trying to protect the company from 

all accountability, even when it lies, or say, an employee deliberately adds broken glass 

to a product.”2

In what The New York Times called “a stunning about-face,” the company reverted 

its legal terms back to what they were.3 In the statement, you can almost hear the 

discussion between the corporate communication staff, who protect the company’s 

brand, and the lawyers, who protect the company financially. Most of the statement 

has a conversational tone (“So we’ve listened”), but one part has legal jargon and this 

disclaimer: “that last bit is from our lawyers.” 4

Like most companies, General Mills clearly is struggling with how to balance the 

incredible opportunities of social media with the inevitable challenges.
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4 Part 1 Foundations of Business Communication

1-1 Communicating in Organizations
Walk through the halls of any organization—a start-up company, a Fortune 500 giant, a state 
government office, or a not-for-profit organization—and what do you see? Managers and 
other employees drafting emails, 
attending meetings, writing 
reports, conducting interviews, 
talking on the phone, and making 
presentations. In short, you see 
people communicating.

Communication is the pro-
cess of sending and receiving 
messages—sometimes through  
spoken or written words, and 
sometimes nonverbally through 
facial expressions, gestures, and 
voice qualities. If someone sends 
a message to you, and you re-
ceive it, communication will have 
taken place. however, when Jamie 
Dimon, Chairman and CeO of  
JpMorgan Chase, testified before 
the U.S. Senate Banking Com-
mittee about billions of dollars in 
trading losses, he used a common  
U.S. business expression. But was 
his communication universally un-
derstood?5

1-1a Employers’ Perspective
people in organizations must communicate to share information, coordinate activities, and 
make better decisions. In most jobs, people communicate more than they do any other activity. 
employers know the value of good communication:

 ● Communication skills—oral, listening, written, and presentation—are the top four 
most important skills in new graduate business school hires. According to a Graduate 
Management Admission Council survey of corporate recruiters, “[e]mployers ranked 
communications skills twice as important as managerial skills.”7

 ● Written and oral communication skills are among the top skills and qualities employers 
look for on college students’ resumes, according to the National Association of Colleges 
and employers’ Job Outlook Survey, shown in Figure 1.8 

 ● “people who cannot write and communicate clearly will not be hired and are unlikely 
to last long enough to be considered for promotion,” according to the College Board, 
based on a survey of human resource directors.9

But many employees lack essential communication skills: 

 ● the College Board also reports that one-third of employees in U.S. blue-chip companies 
write poorly, and companies spend as much as $3.1 billion each year on remedial writing 
training.10

 ● eighty percent of employers say colleges should put more emphasis on written and 
oral communication, according to a survey by the Association of American Colleges 
and Universities.11

Jamie Dimon uses a common but potentially misunderstood 
business expression, which means revealing information to 
outside parties. Some consider the term sexist and racist.6
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“We generally are open 
kimono with the regulators 
and tell them what they 
want to know.”

00648_Ch01_rev03.indd   4 10/10/15   10:29 AM

4



Chapter 1 Understanding Business Communication 5

 ● A Wall Street Journal articles reports that, although “M.B.A. 
students’ quantitative skills are prized by employers, their 
writing and presentation skills have been a perennial 
complaint. employers and writing coaches say business-
school graduates tend to ramble, use pretentious 
vocabulary, or pen too-casual emails.”12 

1-1b Personal Perspective
Clearly, good communication skills are crucial to your success in 
an organization. Competence in writing and speaking will help 
you get hired, perform well, and earn promotions. If you decide 
to go into business for yourself, writing and speaking skills will 
help you find investors, promote your product, and manage your 
employees. these same skills will also help you in your personal 
life with family, friends, and partners. 

 Knowing yourself is critical to your development as a skilled 
business communicator. how do others perceive you, and how 
do you react to others? A recent study showed that jerks don’t 
know they’re jerks. people who were overly aggressive during 
negotiations had no clue how they were perceived. equally 
troublesome, people who were viewed as appropriately assertive 
thought they came across too strongly.13 

having an accurate view of yourself is part of emotional 
intelligence. people with high emotional intelligence (or eQ, for 
emotional quotient) share four competencies (Figure 2).14

How do you feel about 
your own communication 
skills? What messages 
and feedback about 
your writing and oral 
presentations have you 
received from your family 
and teachers that may 
affect how you approach 
this course? 

employers rate Importance  
 of Candidates’ Skills/Qualities

Figure 1

A
bi

lit
y 

to
 w

or
k 

in
a 

te
am

 s
tr

uc
tu

re

A
bi

lit
y 

to
 v

er
ba

lly
 c

om
m

un
i-

ca
te

 w
ith

 p
er

so
ns

 in
si

de
 a

nd
ou

ts
id

e 
th

e 
or

ga
ni

za
tio

n

A
bi

lit
y 

to
 o

bt
ai

n 
an

d
pr

oc
es

s 
in

fo
rm

at
io

n

A
bi

lit
y 

to
 a

na
ly

ze
qu

an
tit

at
iv

e 
da

ta

A
bi

lit
y 

to
 c

re
at

e 
an

d/
or

ed
it 

w
rit

te
n 

re
po

rt
s

A
bi

lit
y 

to
 s

el
l o

r
in

flu
en

ce
 o

th
er

s

Skill/Quality
W

ei
g

h
te

d
 A

ve
ra

g
e 

R
at

in
g

0

1

2

3

4

4.55 4.48 4.37 4.25

3.62 3.54

5

or s

3 5

e a

4.25

d n

4.37

i- d nn e

55

1 = Not at all important; 2 = Not very important; 3 = Somewhat important;
4 = Very important; 5 = Extremely important

 Self-Awareness: Understanding one’s own emotions and how they affect 
others, recognizing one’s strengths and limitations, and demonstrating 
self-confidence. 

 Self-Management: Keeping emotions in check, acting with integrity, 
being adaptable, striving for excellence, taking initiative, and 
demonstrating optimism.

 Social Awareness: Demonstrating empathy by recognizing others’ 
perspectives and taking them into consideration, understanding group 
dynamics, and considering customers’ needs. 

 Relationship Management: Developing others, inspiring people, 
initiating or managing change, influencing, managing conflict, and 
working with others toward shared goals. 

emotional Intelligence Competencies Figure 2

In each book chapter, look for questions with the “emotional Intelligence” icon in the 
margin. responding honestly will improve how well you understand yourself and how your 
communication affects your relationships with others. 

1-2 The Components of Communication 
how does communication happen among people and throughout an organization? In this 
section, we’ll discuss the communication model (or process) and the directions of communication 
within a company.

LO1 Identify 
the components of 
communication.
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6 Part 1 Foundations of Business Communication

1-2a The Communication Model
the communication model consists of the communication need, sender, message, audience, 
and response, as shown in Figure 3. Consider the example of one company acquiring another. 
Imagine that you are the Vp, business development, and need to announce this decision to 
all employees. Other stakeholders—for example, customers and investors—will have to be 
informed, too, but let’s use the example of internal communication here.

Figure 3 the Communication Model

Communication
need

Audience

Interprets the
communication context

Provides feedback
(and becomes the
sender of a new
message)

Interprets the
message

Creates the message
Chooses the medium
Determines objectives

Identifies and analyzes
the audience

Sender

Response

Communication
Barriers

Message

Communication Context: Organizational Culture, Legal Considerations, Ethics
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ur

te
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y 

n
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m
an

Communication Need
A communication need—either from the sender’s mind or from an organizational situation—
starts the process of communication in organizations. After you and the rest of the executive 
management team decide to acquire a company, you agree that you’ll announce the decision 
to employees.

Sender
As the message sender, you have a lot of work to do to ensure that the message is received as 
you intend:

 ● Interpret the communication context: You’ll consider the organizational culture (e.g., 
how formal the language should be), legal constraints (e.g., whether you should avoid 
making certain statements in writing), and the ethical circumstances (e.g., whether 
employees will be worried about losing their jobs).

 ● Identify and analyze the audience: You’ll think about the wide range of employees 
who will receive the message. What is important to them, and how are they likely to 
react?

 ● Determine objectives: You’ll specify what you want employees to think, do, or feel 
about your message.

 ● Choose the medium: You’ll choose a way to convey your message, for example, by 
email.

 ● Create the message: Finally, you’ll write the email and get it ready for distribution.
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Chapter 1 Understanding Business Communication 7

Message
Whether a communication achieves the sender’s objectives depends on how well you construct 
the message (the information to be communicated). Oral messages might be transmitted 
through a staff meeting, individual meeting, telephone conversation, voice mail, podcast, 
conference call, videoconference, or even less formally, through the company grapevine. 
Written messages might be transmitted through an email, a report, a blog, a web page, a 
brochure, a tweet, a post, or a company newsletter. Nonverbal messages might be transmitted 
through facial expressions, gestures, or body movement. As we’ll discuss later in this chapter, 
choosing the right medium for your audience, message, and objectives is critical to the success 
of your communication.

the purpose and content of your message may be clear, but messages often are obstructed 
by verbal and nonverbal barriers. employees may misinterpret your email or not read it at all.

Audience 
As the receiver of your message, the audience filters the communication and reacts by doing 
the following:

 ● Interprets the message: each audience member (in this situation of acquiring a new 
company, each employee) will filter the message according to his or her knowledge, 
experience, background, and so on. When communication is successful, the message is 
interpreted as originally intended.

 ● Provides feedback: employees may be happy about the news and apply for a job to 
work in the new company, or they may believe the company is expanding too rapidly 
and will gossip about it during lunch.

At this point, the audience becomes the sender of a new message—the response.

Response
As a new message, the audience’s response to your communication begins the cycle again—and 
is subjected to the same complexities of the original process.

The Dynamic Nature of Communication
You probably know from your own experience that communication rarely flows neatly from 
one stage to the next, with the sender and audience clearly identified at any given point. 
two or more people often send and receive messages simultaneously. For example, the look 
on your face when you receive a message may tell the sender that you understand, agree 
with, or are baffled by the message being sent. And your feedback may prompt the sender 
to modify what he or she says. the model helps us understand each step of the process—but 
communication is far more complicated than presented in the graphic.

1-2b Directions of Communication
For an organization to be successful, communication must flow freely through formal and 
informal channels.

The Formal Communication Network
three types of communication make up an organization’s formal communication network: 
downward, upward, and lateral. Information may be transmitted in these directions, which we’ll 
illustrate with Starbucks’ organization chart, shown in Figure 4.15

Downward Communication. Downward communication is the flow of information from man-
agers to their employees (people who report to them). From the Starbucks organization chart, 
we could assume that howard Schultz, as CeO and president, communicates downward to his 
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8 Part 1 Foundations of Business Communication

direct reports. When Starbucks decides to close stores, for example, he would likely commu-
nicate this message to Cliff Burrows (president, Americas), who would then communicate the 
bad news to his direct reports, the divisional senior vice presidents. this is called cascading 
communication, which directs information from one level in an organization down to another.

employees have many justifiable complaints about their managers’ communication. A study 
of more than 60,000 employee satisfaction surveys led the authors to conclude, “. . . many 
firms rely on a ‘cascade’ mechanism. . . . Our results suggest that this faith in cascades may be 
misplaced. employees need to hear from senior managers themselves—through straight talk, 
and ideally in reciprocal exchanges, so that workers feel their own views are heard.”16

Upward Communication. Upward communication is the flow of information from lower-level 
employees to upper-level employees or managers. Upward communication provides manage-
ment with feedback about their communication, suggestions for improving the business, and 
information needed for decision making. 

In the example of Starbucks closing stores, Scott Maw, as chief financial officer, probably 
gave oral and written financial reports to howard Schultz to tell him which stores were 
underperforming. Lower-level employees may have expressed their frustration about 
the closings through formal upward communication channels, for example, during team 
meetings.

Lateral (or Horizontal) Communication. Lateral communication (also called horizontal com-
munication) is the flow of information among peers within an organization. through lateral 
communication, employees coordinate work, share plans, negotiate differences, and support 
each other. At Starbucks, managers responsible for closing a store probably communicate with 
each other to coordinate messages and timing—and perhaps to console each other during the 
process.

Lateral communication can be challenging in an organization because you’re trying to 
influence people but have no management authority over them. this is particularly difficult 
when the lateral communication is cross-functional—across different departments, divisions, 
or branches. In these situations, you’ll need to rely on your relationship-building and persuasive 
communication skills to rally support and accomplish your goals.

The Informal Communication Network 
employees share information through the informal communication network (or grapevine). 
Without good formal communication, the grapevine will take over. people need information, 
particularly when they fear change that may affect them: layoffs, benefit cuts, or organizational 
restructurings. Although the grapevine is surprisingly accurate,17 managers who let the 

Cliff Burrows,
President 
Americas

[and  others]
Sharon Rothstein, 

Global Chief
Marketing Officer

John Culver, President,
Starbucks Coffee China

and Asia Pacific

Scott Maw,
Chief Financial

Officer

SVP, Northwest
Mountain Division

SVP, Western 
Pacific Division

SVP, Southeast 
Plains Division

SVP, Northeast
Atlantic Division

Howard Schultz,
Chairman, President,

and CEOv

Figure 4 Starbucks’ Organization Chart
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Chapter 1 Understanding Business Communication 9

grapevine function as employees’ main source of information miss out on the chance to convey 
their own messages.

Websites such as Glassdoor.com provide a public forum for current and former employees 
to voice their opinions about companies. As you can imagine, employees posted negative 
comments when Starbucks closed stores. this is potentially embarrassing for a company, 
but there’s little management can do about the site—or any informal communication 
network.

rather than trying to eliminate the grapevine (a futile effort), competent managers pay 
attention to it and act promptly to counteract false rumors. they use the formal communication 
network (meetings, email, the intranet, and newsletters) to ensure that all news—positive and 
negative—gets out to employees as quickly and as completely as possible. Savvy managers 
also identify key influencers in an organization to get accurate messages infused into the 
grapevine.

the free flow of information within the organization allows managers to stop rumors and 
communicate their own messages to employees. however, managers face additional challenges 
at work: verbal and nonverbal barriers to communication.

1-3 Communication Barriers 
Considering the complexity of the communication process and the many communication 
channels, your messages may not always be received exactly as you intend. As mentioned earlier, 
verbal and nonverbal barriers can interfere with the communication process (see Figure 5). 

LO2 Identify the major 
verbal and nonverbal  
barriers to communication.

Verbal

 Inadequate Knowledge or 
Vocabulary

 Differences in Interpretation
 Language Differences
 Inappropriate Use of Expressions
 Overabstraction and Ambiguity
 Polarization

Nonverbal 

 Inappropriate or Conflicting Signals
 Differences in Perception
 Inappropriate Emotions
 Distractions

Verbal and Nonverbal Barriers to Communication Figure 5

1-3a Verbal Barriers
Verbal barriers are related to what you write or say. they include inadequate knowledge or 
vocabulary, differences in interpretation, language differences, inappropriate use of expressions, 
overabstraction and ambiguity, and polarization.

Inadequate Knowledge or Vocabulary
Assume that you’re Sharon rothstein, global chief marketing officer for Starbucks. In your role, 
you’ll need to inform international employees that several U.S. stores will be closed. the decision 
may not affect stores in europe, the Middle east, and Africa directly, but employees should be 
aware of the move and should hear the rationale from you—not public news organizations. You 
know all of the background information and are ready to announce the change to staff. Or are you? 

have you analyzed your audience? Do you know whether international employees already 
know about the closings, so you can decide how much background information to include? Do 
you know how much detail about the decision to provide? employees should know why certain 

Which of the verbal and 
nonverbal barriers do you 
find most challenging? What 
can you do to overcome 
these barriers at work and 
in your personal life? 
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10 Part 1 Foundations of Business Communication

stores were selected, but do they need to see the financial performance of each? how personal 
should your communication be? Are international employees worried about their own jobs? 
Should you reassure them about the company’s plans in other countries, or would that just 
worry them more? Determining the answers to these questions will be important for you to 
achieve your communication objectives.

Differences in Interpretation
Sometimes senders and receivers attribute different meanings to the same word or attribute 
the same meaning to different words. When this happens, miscommunication can occur.

every word has both a denotative and a connotative meaning. Denotation refers to the literal, 
dictionary meaning of a word. Connotation refers to the subjective, emotional meaning that 
you attach to a word. For example, the denotative meaning of the word plastic is “a synthetic 
material that can be easily molded into different forms.” For some people, the word also has 
a negative connotative meaning—“cheap or artificial substitute”—or they associate the term 
with its environmental impact. For other people, the word means a credit card, as in, “he used 
plastic to pay the bill.” 

Most interpretation problems occur because people ascribe different connotative meanings 
to a word. Do you have a positive, neutral, or negative reaction to the terms broad, bad, aggressive, 
workaholic, corporate raider, head-hunter, golden parachute, or wasted? Are your reactions likely 
to be the same as everyone else’s? Some terms cause an emotional reaction that turns off the 
receiver and could harm your relationship.

Language Differences
International businesspeople say that you can buy in your native language anywhere in the 
world, but you can sell only in the local language. Most communication between U.S. or 

Canadian firms and international firms is in 
english; in other cases, an interpreter (for 
oral communication) or translator (for written 
communication) may be used. But even with 
such services, problems can occur.

to ensure that the intended meaning is 
not lost in translation, important documents 
should first be translated into the second 
language and then retranslated into english. 
Of course, communication difficulties arise 
even among native english speakers. If your 
British coworker told you he was going to 
put your lunch date in his diary, would you 
picture a flowery journal entry about your 
time together? he probably just means he’ll 
schedule it: diary in the United Kingdom 
typically refers to a calendar or planner. 

Inappropriate Use of Expressions
the intended meaning of an expression differs from its literal interpretation. examples  
of expressions include slang, jargon, and euphemisms. 

 ●  Slang is an expression, often short-lived, identified with a specific group of people. 
Business has its own slang, such as 24/7, bandwidth, bottom line, strategic fit, or window 
of opportunity. Using slang that your audience understands serves as a communication 
shortcut. But issues arise when the sender uses slang that receivers don’t understand, 
either because they’re excluded from a group or because of language differences.

Poor translations can be funny or confusing.
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Chapter 1 Understanding Business Communication 11

 ● Jargon is the technical terminology used within specialized groups—sometimes called 
“the pros’ prose.” technology, for example, has spawned a whole new vocabulary. Do 
you know the meaning of these common computer terms?

OS FaQ JPeG retweet

POS trojan horse VoIP aI

SeO hacker followers spam

thumbnail htML patch CaD

As with slang, problems arise not when simply using jargon—jargon provides a very 
precise and efficient way of communicating with those familiar with it. problems arise 
when we use jargon just to impress others, which can alienate people.

 ● euphemisms are expressions used instead of words that may be offensive or 
inappropriate. Sensitive communicators use euphemisms when appropriate; for 
example, some consider “passed away” more pleasant than “died.”

euphemisms, like slang and jargon, shouldn’t be overused. euphemisms for firing 
people have become a corporate joke; now companies downsize, rightsize, smartsize, 
rationalize, amortize, reduce, redeploy, reorganize, restructure, offshore, outsource, 
and outplace. In a Merck layoff memo, the president avoided “jobs” or “layoffs.” Instead, 
a journalist identified twelve euphemisms and accused the writer of “swallow[ing] 
a thesaurus of business-writing clichés before he began his email.”18 On a website, 
employees posted memorable expressions that managers used to tell them they were 
fired (see Figure 6).19

“We’re going to make
a few changes

around here, and one
of them is you.”

“I was �red from my
second post-high-
school job working 
for a dry cleaning 
establishment. My 
boss actually said,

‘You’re not dry
cleaning material.’”

euphemisms Used to Fire employees Figure 6

Overabstraction and Ambiguity
An abstract word identifies an idea or a feeling instead of a concrete object. For example, 
communication is an abstract word, but newspaper is a concrete word, a word that identifies 
something that can be seen or touched. Abstract words are necessary to describe things you 
cannot see or touch, but we run into difficulty when we use too many abstract words or when 
we use too high a level of abstraction. the higher the level of abstraction, the more difficult 
it is for the receiver to visualize exactly what the sender has in mind. For example, which 
sentence communicates more information: “I acquired an asset at the store” or “I bought a 
printer at Staples”?

Ambiguous terms such as a few, some, several, and far away may be too broad for business 
communication. What does ASAp (as soon as possible) mean to you? Does it mean within 
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12 Part 1 Foundations of Business Communication

the hour, by the end of the day, or something else? A more specific deadline, for example, 
January 20 at 3:00 p.m., will improve your chances of getting what you need when you 
need it.

Polarization
Not every situation has two opposite and distinct poles—usually we can see gray areas. Is a 
speaker telling the truth or lying? What the speaker says may be true, but she may selectively 
omit information and give an inaccurate impression. Most likely, the answer is somewhere in 
between. Competent communicators avoid inappropriate either/or logic and instead make the 
effort to search for middle-ground words to best describe a situation. 

Although we’re discussing verbal barriers to communication, what you do not say can also 
cause issues in communication. What if you congratulated only one of the three people after 
a company presentation? how would the other two presenters feel—even though you said 
nothing negative about their performance?

1-3b Nonverbal Barriers
Not all communication difficulties are related to what you write or say. Some are related to 
how you act. Nonverbal barriers to communication include inappropriate or conflicting signals, 
differences in perception, inappropriate emotions, and distractions.

Inappropriate or Conflicting Signals
Suppose a well-qualified applicant for an auditing position submits a résumé with a typographical 
error or shows up to an interview in jeans. When verbal and nonverbal signals conflict, we tend 

to believe the nonverbal messages because they are more difficult to 
manipulate than verbal messages. 

Many nonverbal signals vary from culture to culture—both within the 
United States and internationally. What is appropriate in one context 
might not be appropriate in another. We’ll explore this further when we 
discuss intercultural communication in the next chapter.

Differences in Perception
even when they hear the same presentation or read the same report, 
people will form different perceptions because of their filters. When 
employees receive an email from the company president, they’ll 
probably react differently based on their experience, knowledge, and 
points of view. One employee may be so intimidated by the president 
that he accepts everything the president says, whereas another 
employee may have such negative feelings about the president that she 
believes nothing the president says.

Inappropriate Emotions 
Although a moderate level of emotional involvement intensifies communication and makes 
it more personal, too much emotional involvement can hinder communication. For example, 
excessive anger, prejudice (automatically rejecting certain people or ideas), stereotyping 
(placing individuals into categories), and boredom can create obstacles to effective 
communication. these emotions tend to close your mind to new ideas and cause you to reject 
or ignore information that is contrary to your prevailing belief. Keeping an objective, open mind 
is important for effective communication—and for you to develop as a person.

Can you think of a time 
when your emotions got in  
the way of communica
tion? How do you keep 
your emotions in check? 

In her TED Talk, “On Being Wrong,” journalist Kathryn 
Schulz describes how she mistook this sign for picnic 
area as Chinese characters.
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Chapter 1 Understanding Business Communication 13

Distractions
Noise, or environmental or competing elements, can hinder your ability to concentrate 
and can affect communication. examples of environmental noise are extreme temperature, 
uncomfortable seating, or even your coworker’s body odor. examples of competing noise are 
too many projects, meetings, or emails.

Communication technologies themselves can cause distractions. Can you watch tV, 
listen to music, and text at the same time? You may think you’re good at multitasking, 
but a Stanford University study concludes the opposite: “heavy multitaskers are lousy at 
multitasking.”20 

More accurately, multitasking means switching, or “rapid toggling” between activities—the 
interruption of one task to perform another. In a Carnegie Mellon University study, people who 
were interrupted while reading scored less well on test questions than people who weren’t 
interrupted, making people “20% dumber,” according to the study sponsors.21 

Competent communicators try to avoid verbal and nonverbal barriers that might cause 
misunderstandings. they also choose the best communication media for their messages.

1-4 Communication Media Choices
As a business communicator, you have many options (channels or media) through which you 
can communicate a message. the real challenge is deciding which medium to choose.

1-4a Traditional Communication Channels
traditional forms of oral and written communication still exist in all organizations today.

Traditional Written Communication
Organizations still print slick, colorful brochures; internal 
newsletters for employees without computer access; financial 
statements for customers who don’t choose the online option; 
solicitation letters; and periodicals such as magazines, journals, and 
newspapers. Complex reports also may be printed because they’re 
difficult to read on a computer screen.

how much longer will some of these print communications 
exist? It’s hard to say. In an office environment today, you’ll 
likely receive few interoffice memos and postal letters. these 
communications are considered more official and formal, so you 
may receive important information about your pay or benefits but 
not much else. You may receive a report that you’ll print, but it will 
probably come as an email attachment.

Traditional Oral Communication
Fortunately, people do still meet in person. Face-to-face meetings are the most personal form 
of business communication and the best choice for building relationships. traditional meetings 
include one-on-one (individual), small group (team), or large group gatherings.

At many organizations, flip charts and handouts are still used during meetings and training 
programs. Some companies don’t have technology available in all meeting rooms, and some 
believe smartphones during meetings hinder communication. At times, low-tech options may 
be best to stay within organizational norms and to achieve your communication goals. 

LO3 Describe criteria 
for choosing communica-
tion media.

Travel brochures, a traditional form of written 
communication, use photos of exotic destinations to lure 
customers.
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14 Part 1 Foundations of Business Communication

1-4b Technology-Based Communication Media
technology has changed workplace communication, providing many options for sending a 
message. Depending on the type of message, you may choose from a variety of communication 
technologies, including portable, mobile technologies.

Email, Phone, Voice Mail
Although they are technology based, email, the phone, and voice mail are considered more 
conventional channels of communication. email is so pervasive in organizations that it has 
become the default choice for communication.22 Landline office phones persist, but who knows 
for how long, considering that smartphones have replaced so many home phones. people still 
call each other at work, but sending an email to someone in the next cubicle is common. It’s no 
surprise that so many people believe email is used too often instead of face-to-face 
communication.23 

Instant and Text Messaging
Instant messaging (IM) and texting are becoming increasingly popular at work. For short 
messages and quick questions, these channels are ideal.24 Of course, with smartphones, email 
also may elicit an instant response, but this varies by organization and people. the real value of 
IMing is “presence awareness”—you know when someone is available to respond immediately. 
Although some people consider IM an annoying interruption at work, people who use IM 
at the office report fewer disruptions25 and believe that IM saves time and provides timely, 
relevant information. One large, global study found that 73% of respondents use IM daily to 
communicate with coworkers and external contacts, spending an average of 41 minutes per 
day on IM.26,27

texting is still considered quite informal for communicating at work. And texting in front 
of other people—particularly during class!—may be considered rude. But it’s useful for these 
business tasks:

 ● Confirming deliveries
 ● Sending product alerts
 ● providing fast client contact
 ● Advertising a new product or service
 ● Sending important information in a meeting
 ● providing instant reminders28

Social Media 
Social media gives companies tremendous opportunities to connect with people 
online. Social media is about having a conversation. to promote interaction, companies 
use social technologies, for example, blogs, wikis, video, and social networking 
sites. these tools are used on the Internet (for the public), on a company’s intranet  
(for employee access only), and on extranets (private networks for people outside 
the company, e.g., customers or franchisees). examples of social media are shown in 
Figure 7.

For many companies, social media focuses on user-generated content (UGC), also 
called consumer-generated media (CGM). this content can be blog entries, product 
reviews, videos, or other messages posted about a company. As we discussed earlier 
in the Glassdoor.com example, content isn’t always positive and is one of the more 
difficult communication challenges for companies. Next, we’ll look at five types of 
social media and how businesses use each.

What is your preference 
for communicating with 
others? Do you sometimes 
avoid talking with 
someone on the phone 
and send a text, IM, or 
email instead? 

After introducing a few 
examples here, we’ll dis-
cuss communication tech-
nologies where relevant 
throughout the book. For 
example, we’ll explore wikis 
for team communication; 
social networking for inter-
personal communication; 
email, blogs, and instant 
messaging for written com-
munication; user-generated 
content for customer com-
munication; and video for 
oral presentations.
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Chapter 1 Understanding Business Communication 15

Blogs. Companies use blogs to connect with employees and customers. Successful blogs 
are updated regularly with news or commentary, and many encourage interactivity through 
comments, email subscriptions, and rSS (really Simple Syndication) feeds to share news and 
other content. Of the Fortune 500 companies, 34% have corporate blogs, with the highest 
percentage (44%) coming from specialty retailers.29

Wegmans, a regional supermarket, has an active blog called “Fresh Stories” to educate and 
engage customers—and keep them coming back. the blog includes videos, photos, and posts by 
CeO Danny Wegman. In one recent post, the CeO wrote, 

With the spring season upon us (we hope! It’s been a cold April in the rochester 
area), I wanted to kick off the season with a fresh story from the farm. I’m hoping 
you’ll start sharing your growing stories and questions as we experience this 
new season together!30

With a blog, a CeO can build direct relationships with customers and personalize the 
company, particularly with a conversational style such as Danny Wegman’s.

Microblogs. Microblogs are used for short messages with timely information. twitter, a 
popular microblogging site, allows for only 140 characters per message. Although twitter 
feels like a social network, relationships with “followers” are weak and primarily one-way 
(for updates only).31,32 As a college student, you may not be excited about twitter: only 35% of 
18- to 29-year-olds are on twitter,33 and about 23% are on tumblr,34 although these numbers 
are increasing.

As a business tool, twitter is useful for reporting news and connecting with customers. With a 
well-established online presence, Southwest Airlines and JetBlue, for example, quickly respond 
to customers’ concerns. the tweet in Figure 8 shows us the type of informal conversation that 
can happen online. representatives from the companies are bantering with each other and 
catching attention. 

Multimedia. Multimedia may incorporate several forms of media. Corporate videos, for 
example, promote products and services, illustrate product functionality, address crisis situa-
tions, and excite prospective employees. Deloitte Consulting held a contest—the Deloitte Film 
Festival—for employees to create videos showing what it’s like to work at the company. the 

Visit the author’s blog at 
www.bizcominthenews 
.com for current 
communication examples.

Social
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Wikis Multimedia
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16 Part 1 Foundations of Business Communication

videos were fun for employees to create and watch, and examples posted on Youtube became 
an effective recruiting tool. 

With less tolerance for text, customers are migrating toward visual communication. 
Companies are increasingly using pinterest, Instagram, Vine, and other sites to reach their 
audiences. podcasts are also useful for companies to provide portable audio or video content 
about their products and services.

Wikis. Wikis are online spaces where people collaborate. Wikipedia, for example, allows peo-
ple to edit a web page to co-create content. Within a company, wikis allow workgroups to share 
documents and track revisions, schedule team meetings, communicate online, and manage 
deadlines. More web content and small group work are moving to “the cloud” (stored 
centrally on the Internet).

Social Networking. Under the social media umbrella, social networking sites are for commu-
nities of people who share common interests or activities. Facebook has certainly evolved from 
its collegiate roots, with the average user now 40.5 years old and strong growth among mid-
dle-aged and older users.35 Now that mom and dad (and grandma) are on Facebook, it’s less 
intriguing for young teens, who are frequenting twitter and Instagram instead.36, 37 As a business 
student, you’ll find it useful to be on LinkedIn, the popular professional networking site: 97% 
of Fortune 500 companies have a page on the site, while 83% manage a twitter feed, and 80% 
have a Facebook page.38 

Social networking tools often are integrated into other social media platforms. For example, 
companies install social networking software on their intranets to connect employees within 
the organization. Google+, a relatively new entrant into the social media world, is, according 
to Google, a “social layer” rather than a social network. Although some analysts don’t see the 
distinction, Google+ may be more of a social destination—and the evolution of Google 
itself.39 

1-4c Choosing Communication Media
Given all of these media choices, which is best for your message? You should always consider 
your audience and communication objectives first. What do you want your audience to do, 
think, or feel differently as a result of your message, and what’s the best medium to achieve this?

Figure 8 JetBlue’s tweet About Southwest Airlines
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Chapter 1 Understanding Business Communication 17

Although perceptions of communication media vary, we can think of our choices along the 
continuum shown in Figure 9. Do you agree with this sequence? From your own experience and 
perspective, which would you move, and why? For example, is a text message more personal 
than an email because it’s sent immediately to someone’s phone? Or is an IM richer than a 
brochure because it starts a conversation, even though graphics are rare? As you plan your 
messages, you also might find the considerations in Figure 10 useful.

You might find media roughly in this order along the continuum.

Face-to-Face Meeting Videoconferencing
Teleconferencing
Phone Call
Voice Message

Blog
Microblog

Brochure
Newsletter
Flier

VideoIn-Person Oral Presentation Online Meeting Report
Email
IM
Text Message 

The richest medium is a face-to-face (in-person)  conversation or meeting, where you are physically present and have the most
communication cues, such as body language.

Rich media are more interactive than lean media. You have the opportunity for two-way communication: the receiver can ask
questions and express opinions easily in person. Rich media also include more visual elements.

Rich media are best for difficult, complex, or emotional messages, such as decisions that people won’t agree with or changes that
negatively affect people. 

Lean media do not allow for many cues, for example, facial expressions, to complement your message. Written communication
typically is leaner than oral communication, yet more visual elements can enrich text-based messages.

With little opportunity for two-way communication, lean media are one-way and static.

Lean media are best for routine, neutral, simple messages, such as a regular meeting request, a weekly report, or a product update. 

Rich Lean

Continuum of Communication Media Figure 9

Companies often will use multiple communication channels as part of a large 
communication strategy. Sending multiple messages through a variety of communication 
media helps the company reach different audiences. to announce a company acquisition, for 
example, executives may hold a conference call with analysts, meet with the management 
team in person, send an email to all employees, and post a video on the company intranet. 
this coordination is part of a strategic communication plan, typically created at senior levels 
in an organization. 

1-4d Convergence of Communication Media
technology is blurring many forms of communication—oral and written, face-to-face, and 
online. Imagine that you’re meeting with a customer in person and send a text to someone back 
at the office to ask a quick product question. Or, you’re on a phone call and respond to an IM. 
these examples could be considered multicommunicating, or synchronous (at the same time), 
overlapping conversations.40

Multicommunicating can be effective—up to a point. As you can imagine, with too many 
conversations going at the same time, it’s easy to get confused. And you can be effective at 
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18 Part 1 Foundations of Business Communication

multicommunicating only if people around you tolerate this. In some work situations, texting 
during a meeting may be acceptable, but not in others. pay attention to what your respected 
peers do, and adjust your behavior to match theirs.

Communication technologies themselves are also connecting and converging. Mashups, 
for example, are web applications or pages that combine content from different sources. 
Geolocation services such as Foursquare display mashups based on where you are. Some 
programs allow you to open an email and listen to an attached voice message or open a text 
and watch a video. What will distinguish email, IM, and texting in the future if communication 
becomes more and more immediate? this remains to be seen.

1-5 Potential Legal Consequences 
of Communication 

In a business environment, we need to consider legal consequences—and other repercussions—
of our communication. When you work for a company, anything you write and say may become 
public if your company is sued or is part of a government investigation. During legal discovery, 
the company must produce evidence related to an inquiry, including emails, IMs, recorded 
phone conversations, voice mail messages, and other communications the attorneys believe 
are relevant. 

General Motors (GM) was accused of covering up an ignition defect that caused 13 deaths. 
An internal investigation revealed, according to CeO Mary Barra, “GM personnel’s inability to 
address the ignition switch problem, which persisted for more than 11 years.” 41 

LO4 Avoid potential 
legal consequences of 
communication.

Relationship ConsideRations logistiCal ConsideRations

 What is your relationship with the audience? 
Do you have a strong, existing relationship, or 
are you building a new one?

 Is the communication neutral, positive, or 
potentially bad news? How is the audience 
likely to react?

 To what extent do you want immediate 
feedback? Will this communication be one-
way or two-way?

 What would your audience prefer? What 
are the organizational norms for this type of 
communication? If you're responding to a 
message, in what form did you receive it?

 At what level of the organization is the 
receiver? Is this person senior, junior, or at  
your level?

 Is this message confidential or private in  
some way?

 Do you need the message or conversation 
documented?

 How long is the message? How complex is the 
information?

 How many people will receive the message?

 How urgent is the message? Do the receivers 
need it immediately?

 Where are the receivers located?

 What is most practical and efficient?

 How easily will the receivers understand your 
message? What's their primary language and 
reading proficiency?

 What access to technology does your 
audience have?

Figure 10 Considerations for Choosing Communication Media
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Chapter 1 Understanding Business Communication 19

What evidence was used to discover the “history of failures”?42 email, jokingly called 
“evidence mail.” emails showed that several executives knew a Chevy Cobalt issue could have 
been fixed nine years prior for 57 cents. GM faced further embarrassment when, with kitschy 
fonts, an internal powerpoint instructing staff to manage their word choice became public 
(Figure 11).43

GM powerpoint Instructs Staff to Avoid Certain Words Figure 11

When you join a company, you will probably sign several policies about communicating 
at work. these are designed to protect the company against lawsuits, public relations 
nightmares, and breaches of confidentiality, privacy, and security. Your company may provide 
guidelines, such as the following examples from time Warner Cable’s (tWC) social media 
policy:

 ● Follow copyright, fair use, and financial disclosure laws.
 ● Don’t publish confidential or other proprietary information.
 ● Don’t cite or reference clients, partners, or suppliers without their prior approval. 

When a reference is made, where possible, link back to the source.
 ● When communicating online, behave professionally and with the utmost respect 

for those individuals involved in the discussion. ethnic slurs, personal insults, foul 
language, or conduct that would not be acceptable in tWC’s workplace should not be 
used.

 ● On social networks where you identify yourself as an employee of tWC, be mindful 
that the content posted will be visible to coworkers, customers, and partners. Make 
sure the information posted is the most professional reflection of your opinions and 
beliefs.

 ● Do not insult or disparage tWC, its products and services, or any fellow employees, 
even if specific names are not mentioned.44
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20 Part 1 Foundations of Business Communication

Apple’s social media policy—which was leaked (a violation of the policy itself)—concludes 
with this sound advice for all employees:

In sum, use your best judgment. remember there may be consequences to what 
you post or publish online, including discipline. . . .45

You can protect yourself and your company by paying careful attention to what you put in 
writing and what you say. A law firm suggests asking yourself, “Would I be comfortable two 
years from now being cross-examined in federal court in front of a jury about the content of this 
email I am about to send?”46 If you wouldn’t, then don’t send the email. You might ask yourself 
the same question for all communications related to your company.

1-6 Ethics and Communication 
Beyond the legal requirements, companies will expect you to communicate ethically. As a 
senior director of corporate communications boarded a plane for South Africa, she fired off a 
tweet from her personal account (Figure 12).47 

LO5 Communicate 
ethically.

Figure 12 Offensive tweet

the situation is further complicated because she worked for a communications company. 
Although a friend says she was experimenting with tweets that were “just a little bit risqué or 
outrageous,” perhaps she should have known better than to cross this line. She was terminated 
from her company. 

But was the reaction to her tweet ethical? During the flight, her tweet went viral, and a 
hashtag asking whether she landed from the plane became popular. On twitter, people 
threatened rape and murder. Bad behavior doesn’t justify more of it, but her failing teaches us 
to avoid offensive comments, particularly for a laugh at others’ expense.

each of us has a personal code of ethics, or system of moral principles, that go beyond legal 
rules to tell us how to act. Our ethics represent our personal belief about whether something is 
right or wrong. As children, we begin forming our ethical standards based on how we perceive 
the behavior of our parents, other adults, and our peer group.

Let’s consider three types of ethics: 

 ● professional ethics are defined by an organization. employees and members are expected 
to follow these guidelines, which define what is right or wrong in the workplace—often 
beyond established laws. For example, 97% of Fortune 500 companies protect their 
employees from discrimination in the workplace based on sexual orientation. this goes 
beyond the U.S. federal legal requirement.48
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Chapter 1 Understanding Business Communication 21

 ● Social ethics are defined by society. For example, although accepting gifts from 
suppliers is strictly frowned upon in North American societies, this practice may be 
common place and accepted in other societies.

 ● Individual ethics are defined by the person and are based on family values, heritage, 
personal experience, and other factors. For example, most universities have guidelines 
to deter plagiarism. In addition to the guidelines that represent professional ethics, 
you probably have your own beliefs about cheating.

1-6a What Affects Ethical Behavior
According to ethicists, when people make unethical decisions, they do so for one of three 
reasons:

 ● We do what’s most convenient. In other words, we take the easy route.
 ● We do what we must to win. Some people think that embracing ethics would limit their 

ability to succeed—that “good guys finish last.”
 ● We rationalize our choices. We decide that the decision we make depends on the 

particular circumstances (this is called situational ethics). 

the corporate culture affects ethics. If everyone spends time during the workday on 
Facebook, you are likely to do the same (the “everybody-does-it” defense). If managers are 
aware of unethical practices and don’t stop them, they are condoning these actions.

When a strict code of ethics is in effect and enforced, employees have fewer opportunities 
to be unethical. employees know what is expected of them and what happens if they fail to live 
up to these expectations.

1-6b Ethics Pays 

Companies that are considered the most ethical outperform the S&p 500 and FtSe 100. the 
ethisphere Institute publishes an annual list of ethical companies based on their corporate 
citizenship and responsibility, innovation that contributes to public well-being, executive 
leadership and tone from the top, and other criteria. pharmaceutical company Bristol-Myers 
Squibb won an ethisphere award and leads the list of “100 Best Corporate Citizens,” published 
by Corporate Responsibility Magazine.49,50

Many companies include corporate social responsibility (CSr) into their business model. 
CSr (or being socially responsible) means that companies consider the public’s interest in their 
business practices. CSr extends beyond a solely numbers-driven measurement of success and 
instead focuses on a “triple bottom line” of people, planet, and profit. progressive companies 
communicate their CSr practices in annual responsibility reports, as Bristol-Myers Squibb does 
on its website (Figure 13).51 

Bristol-Myers Squibb Communicates Its Corporate Social responsibility Figure 13
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22 Part 1 Foundations of Business Communication

1-6c Framework for Ethical Decision Making
When faced with an ethical decision, consider the factors shown in Figure 14. Using these 
criteria, we can assess the ethics of the corporate communication director’s tweet. Sure, her 
tweet was legal, but did it comply with her company’s guidelines? You could say that what 
she does with a personal twitter account is her choice, but senior managers represent their 
company online—particularly a communications company that sets the standard for good 
online behavior. Who was affected by her tweet? Clearly, many people who suffer from AIDS 
and those who might be offended by her implying that White people are somehow protected 
from the disease. According to her employer, her tweet didn’t comply with company values: 
”the offensive comment does not reflect the views and values . . . We take this issue very 
seriously, and we have parted ways with the employee in question.”52 Finally, how did 
the director feel after the tweet became public? Not very good, according to her apology 
statement: 

Words cannot express how sorry I am, and how necessary it is for me to 
apologize to the people of South Africa, who I have offended due to a needless 
and careless tweet.

For being insensitive to this crisis—which does not discriminate by race, gender 
or sexual orientation, but which terrifies us all uniformly—and to the millions of 
people living with the virus, I am ashamed.

this is my father’s country, and I was born here. I cherish my ties to South 
Africa and my frequent visits, but I am in anguish knowing that my remarks 
have caused pain to so many people here: my family, friends and fellow South 
Africans. I am very sorry for the pain I caused.53

1. Is the action legal? If the decision does not comply with workplace 
laws, such as workplace safety, equal opportunity, privacy, and sexual 
harassment, then don’t do it.

2. Does the action comply with your company’s policies and guidelines? 
This may be the time to re-read documentation or ask your manager or 
human resources representative.

3. Who will be affected by your decision and how? Determine who has an important
stake in the outcome of your decision. Stakeholders might include employees,
customers, suppliers, and the wider community. What is at stake for each?

4. Does the action comply with the company values? Even without a formal
code of conduct policy, is the decision consistent with general business
practices? 

5. How will you feel after the decision is known? What if your actions were  
published on the company intranet or in the local paper? Could you face 
yourself in the mirror?

Figure 14 Framework for ethical Decision Making
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Chapter 1 Understanding Business Communication 23

In business, ethics are almost always a consideration in how we communicate. We constantly 
make decisions about what information to include and what information to exclude from  
our messages. For the information that is included, we decide how to phrase the message, how 
much to emphasize each point, and how to organize the message. Business communicators 
must consider the impact of their messages to ensure that receivers are not deceived.

1-7 Introducing the 3Ps (Purpose, Process, 
Product) Model

every chapter in this text concludes with a 3ps model to illustrate important communication 
concepts covered in the chapter. these short case studies, which relate to each chapter 
introduction, include the purpose, the process, and the product (the 3ps). the purpose defines the 
situation and discusses the need for a particular communication task. the process is a series of 
questions that provides step-by-step guidance for accomplishing the communication. Finally, 
the product is the result—the final communication. 

the 3ps model demonstrates examples of communication so that you can see the process 
of communicating, not just the results. this approach helps you focus on one aspect of your 
communication at a time. Using the 3ps in your own communication will help you produce 
messages more easily and deliver a better result. pay particular attention to the questions in 
the process section, and ask yourself similar questions as you prepare your own messages.
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24 Part 1 Foundations of Business Communication

> in action

An Ethical Decision at  
General Mills

>>> PurPose
Consider the chapter introduction: General Mills changing its legal terms to try to reduce 
lawsuits. Imagine that you are the company’s corporate ethics officer and are asked—before the 
decision was made—whether the changes are ethical.

>>> Process
to help you decide whether the changes are ethical, you use the Framework for ethical Decision 
Making. You choose the following questions because they are most relevant to the situation:

1. Is the action legal?
this is a tricky one. the company lawyers think so, but other legal experts find potential 
problems: could merely—even accidentally—clicking on a website force someone to give up 
her right to sue? What if the company did something harmful and intentional? 

2. Who will be affected by the decision and how?
Consumers and other Internet users may limit their access with the company, which could 
be an unintentional negative effect of these new terms. Also, can we reasonably expect 
consumers to read our long legal agreement before downloading a coupon? And how we will 
prove that someone visited the website? Confiscate his computer hard drive? that doesn’t 
seem ethical or practical.

3. Is this action in line with the company’s guidelines and values?
Our mission is “to make lives healthier, easier, and richer.” this change doesn’t support the 
mission, particularly making lives easier. One of our values is “Do the right thing, all the 
time.” restricting consumers’ rights doesn’t feel right. 

>>> Product
Based on the answers to these questions, you advise the attorneys not to change the legal 
terms. You’ll warn them about potential consumer backlash, which may outweigh the savings 
from fighting lawsuits.
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Chapter 1 Understanding Business Communication 25

3ps
< in prActicE

Using the communication 
Model to plan a Message

>>> PurPose
After General Mills experienced such backlash about its new legal terms, the company issued 
a statement reverting back to the original policy. Imagine that you’re the head of corporate 
communications for the company. 

>>> Process
to plan your message about the reversal, use the following questions from the Communication 
Model in Figure 3:

1. What is the communication need? State it clearly and simply.

2. What is the communication context? Consider the organizational culture, potential legal 
consequences, and ethics.

3. Who are the primary and secondary audiences for your message? What is important to know 
about them? 

4. What are the company’s objectives? What, specifically, do you want to accomplish with your 
message? 

5. What is the best medium for your message?

6. What are the potential communication barriers? What may get in the way of meeting your 
objectives?

>>> Product
prepare the message for the company. When you’re finished, compare your message to the 
company’s, which you’ll find here: www.bizcominthenews.com/files/general-mills2.pdf. 
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26 Part 1 Foundations of Business Communication

> SUMMAry

LO1 Identify the components of communication.
the components of communication explain how communication happens. the communication 
process begins with a need, which is conveyed by the sender through a message to the 
audience, who responds, therefore creating a new message. the organizational context and 
communication barriers complicate this process. these components of communication are 
used in both formal and informal communication networks. the formal communication network 
consists of downward, upward, and lateral (horizontal) communication, while the informal 
communication network (the grapevine) consists of information transmitted through unofficial 
channels.

LO2 Identify the major verbal and nonverbal barriers to communication.
Barriers may interfere with effective communication. examples of verbal barriers are inadequate 
knowledge or vocabulary, differences in interpretation, language differences, inappropriate use 
of expressions, overabstraction and ambiguity, and polarization. examples of nonverbal barriers 
are inappropriate or conflicting signals, differences in perception, inappropriate emotions, and 
distractions.

LO3 Describe criteria for choosing communication media.
Verbal communication includes oral and written communication. traditional communication 
channels, such as face-to-face meetings and letters, still exist, but technology-based 
communication, such as social media, are increasingly popular for business communication. 
When deciding which channel (medium) to use for your message, first identify your audience 
and communication objectives. Consider lean channels for routine and neutral messages and 
rich channels for complex messages and bad news.

LO4 Avoid potential legal consequences of communication.
Although communication is essential to all organizations, oral and written communication may 
have negative consequences as well. email and other messages may be part of a legal discovery 
process, and inappropriate communication may be the impetus for litigation. to avoid these 
damaging situations, follow your company’s guidelines and policies regarding email and other 
communication.

LO5 Communicate ethically.
Beyond the legal requirements, we all have our own system of moral practices that guide 
our behavior. At the company level, corporate social responsibility (CSr) has become part of 
progressive organizations’ communication strategy. At the personal level, you’re responsible 
for behaving ethically, which includes how you communicate at work. the Framework for 
ethical Decision Making will help guide your behavior and ensure that you communicate 
ethically.

> ExErciSES

1. Examine your own feelings about communication. 
In an email to your instructor, respond to the following questions: 

 ● What are your strengths in business writing? What would you like to improve? 
 ● how confident would you feel about writing an email that would be distributed to the 

entire school? 

LO1 Identify the  
components of 
communication.
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Chapter 1 Understanding Business Communication 27

 ● What are your strengths in oral presentations? What would you like to improve? 
 ● how confident would you feel about delivering a presentation to the entire school? 

2. Identify communication components in a current news story.
Use a current news item to identify the components of the communication process. You 
may use examples from the author’s blog at www.bizcominthenews.com. After reading 
background information about the story, choose one aspect of communication and identify 
the need, sender, message, audience, and response. You may add your own assumptions if 
you don’t have enough details from the story.

3. Examine your own communication filters.
Looking at the same news story, list at least ten ways you personally are filtering the 
information you receive. Consider such factors as your individual experiences, culture, 
emotions at the moment, personality, knowledge, socioeconomic status, and demographic 
variables.

4. Create an organization chart to identify a company’s formal communication 
network.
think of an organization where you’ve recently worked. Create an organization chart for 
two or three levels of employees. then add arrows to identify the three directions of the 
formal communication network.

5. Describe a company’s grapevine.
For the same organization you explored in the previous question, consider the informal 
communication network. With a partner, discuss how you heard about unofficial information 
about the company. how accurate do you think this information was? Was senior 
management plugged into the grapevine? Do you have examples of how management 
responded to information spread through the grapevine? If management ignored the 
grapevine, what do you think should have been done instead?

6. Identify communication barriers between a manager and an employee.
In the movie Office Space, watch Scene 13, “Flair.” this communication does not go very 

well. Identify the verbal and nonverbal barriers of communication in this scene.

LO2 Identify the major 
verbal and nonverbal  
barriers to communication.

Scene from the movie Office Space
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28 Part 1 Foundations of Business Communication

8. Identify communication barriers in an episode of Mad Men.
Watch an episode of Mad Men, the television series on AMC about an advertising agency in 
the 1960s. What verbal and nonverbal barriers do you notice? What could the characters do 
to avoid these barriers in future interactions?

9. Discuss communication barriers.
 Consider a time when you were responsible for creating a communication barrier—we have 
all done so either intentionally or unintentionally. Discuss the situation with students in 
class. Identify your role and what you could have done differently. 

10. Adapt jargon for your audience.
think of a topic you know well (e.g., a sport, a hobby, or an academic subject). Write an 
email to a colleague who is also an expert on the subject. Include at least six jargon terms 
that flow easily into the context of your email.

Now assume that you are sending the same email to someone who is not at all familiar 
with the topic. revise your original message to make it appropriate for this reader. Which 
email is longer? Which is more effective? Why?

11. Analyze print communication.
Find an example of print communication, for example, a flier on campus, a newsletter, or 
a magazine ad. With a partner, discuss why the creator of the message may have chosen 
a print medium. In your opinion, was this the best choice? What technology-based media 
may have worked instead or could supplement the printed message?

12. Explore how a company uses social media.
What’s your favorite company? Spend some time exploring how the company uses social 
media. Does it have a customer blog, Facebook page, twitter account, and other online 
places to connect with audiences? Now compare this company’s online presence to one 
of its close competitors’ online presence. Which has more online activity, for example, 
more followers on twitter, more people who “like” it on Facebook, or more blogs targeted 
to different audiences? In small groups, discuss findings about each of your favorite 
companies.

13. Choose communication media for different audiences.
Imagine that you’re the CeO of a retail store such as Aggresshop (described at the end  
of this chapter and at www.cengagebrain.com). Let’s say you’re planning to redesign 
each of the 16 stores in the United States. As part of this effort, you’ll need to close 

LO3 Describe criteria 
for choosing communica-
tion media.

Scene from the Aggresshop video
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7. Identify communication barriers between a retail sales representative and a 
customer.
Watch the video clip from the fictitious retail store, Aggresshop. Identify the verbal and 
nonverbal barriers of communication in this scene. think about the interaction from both 
perspectives: that of the sales associate and that of the shopper. 
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Chapter 1 Understanding Business Communication 29

14. Choose how to reject a job offer.
We’ll discuss employment communication in Chapter 12; for now, consider a situation 
in which you’re offered a summer internship but decide not to accept it. With a partner, 
discuss the most appropriate communication channel to use for your message. Would you 
use a different channel if you received the offer by email or by phone?

15. Give your manager advice about communication media.
For this exercise, you’ll help your manager be a better communicator. Let’s say you’re lucky 
enough to have a good working relationship with your manager, and he or she tells you—
before the rest of the team—that your department will be moving from downtown Chicago 
to a suburb. this is a major change and will be bad news for most people.

In response to this email from your manager, write a reply to suggest that he also hold a 
face-to-face meeting for employees. explain why you think this is important.

Audience
Communication 
Medium (or Media)

Rationale for Choosing the 
Communication Medium

Store managers    

Store sales representatives    

Corporate office employees    

VIP customers    

Other customers    

Suppliers    

Delete Junk Reply Reply All Forward Print To Do

Email

To:  Kendra Simpson
From: Larson James 
Subject: Confidential: Department Move to Itasca

Kendra,

I just wanted to give you a heads-up that our department is next in line to
move out to Itasca. I’m planning to email the rest of the team next week
but wanted to tell you earlier because you mentioned that you might sign a
lease for a new apartment tonight. 

Larson

stores for two weeks at a time. Working in teams, identify in the communication plan 
template below which medium you would use to communicate with each audience. You 
may have multiple communications for some audiences. Include the rationale for your 
decisions.
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30 Part 1 Foundations of Business Communication

16. Research a lawsuit about communication.
Find an example of a company that was sued because of its communication. research the 
situation with a particular focus on the communication that was called into question (e.g., 
email messages, unclear reports, or discriminatory language).

Imagine that you’re a consultant who was hired by one of the company’s competitors. 
the competitor would like to avoid a similar situation and wants to hear what you learned 
about the case. prepare and deliver a short presentation to your class, summarizing the 
main points. Focus on how the company can avoid a similar lawsuit.

17. Write a policy about email use.
Draft a policy about employees’ email use. Consider what would be important for a 
company to communicate to employees about their email communication. Next, search 
the Internet to find a sample policy about appropriate use of email. You may find one on 
your school’s website (perhaps you had to read and sign a policy when you first enrolled). 
Compare your draft to the sample. Did you miss any important points? revise your policy 
if necessary.

then, in small groups, discuss your policy and be honest about how your use of email 
may violate the policy. Now that you know what is expected, would you handle email 
differently? Why or why not?

18. Discuss a questionable restaurant sales strategy.
A diner at a steakhouse in Atlantic City was charged $3,750 for a bottle of wine he 
thought was $37.50. read about the situation at bit.ly/1w89otB. In groups, discuss who 
is responsible for the discrepancy. have some members of your group argue that the 
customer is responsible, and have other members argue that the restaurant (or perhaps 
the server) is responsible. try to come to some agreement or compromise. then decide 
what should be done to resolve the issue. 

19. Respond to an email that suggests an unethical practice.
Imagine that you’re an intern for the law firm Dewey, Wright, and howe. As part of a team, 
you’re developing an Orientation plan for future interns. Your team receives an email from 
the hr recruiter at the firm.

LO4 Avoid potential 
legal consequences of 
communication.

LO5 Communicate 
ethically.

Delete Junk Reply Reply All Forward Print To Do

Email

To: Team Members
From: Mark Golding, HR Recruiter
Subject: Feedback on Your Project Work Plan

Team,

I’m not sure why you’re spending so much time on this and planning to do
research.  I told Sondra before she left on vacation that I already have the
Orientation Plan from Levine and Wollinger, where I worked before Dewey.
We can just use their format and change the names!  

Regards, 

Mark
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Chapter 1 Understanding Business Communication 31

In small groups, first discuss the situation and why this is an ethical dilemma. then, on your 
own, write an email to respond to Mark’s suggestion. You will want to balance ethics with 
tone to avoid accusing Mark of anything inappropriate and potentially making him feel 
defensive. When you’re finished, share your draft with your group members and compare 
emails. Which works best and why?

20. Discuss ethical dilemmas.
Working in small groups, identify at least one ethical dilemma one of you has experienced
in each of the following categories. Using the Framework for ethical Decision Making
discussed in this chapter, analyze how you handled the situation and what, if anything you
could have done differently.

a) Copyright issues or academic integrity, for example, discovering that a friend
plagiarized a paper or responding to a request for test or homework answers.

b)  Confidentiality, for example, deciding whether to share information that would be
useful to your friend although you were asked not to.

c) employment, for example, receiving a better job offer after you already accepted one.

d) Customer service, for example, giving a customer information you know isn’t true.
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The Writing Process

“ Got accepted, denied, and deferred to Fordham all in less than 

24 hours.” 1

—Tweet by Ashtyn

LeArning OBjec Tive S

after you have finished this chapter, you should be able to

LO1 Analyze the audience for your communication.

LO2 Plan the purpose, content, and organization of your message.

LO3 Compose the first draft of your message.

LO4 Revise for content, style, and correctness.

LO5 Proofread your message.

C h A P T e R

4
Developing Your Business Writing SkillsPart 2
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chAPTer inTrODucTiOn

Bad Writing is Bad Business
These examples show how poor writing affects the bottom line and people’s lives:

 Fordham University sent acceptance letters to 2,500 students by mistake. In just 

one year, UCLA sent acceptances to 894 seniors on a wait list, Vassar sent letters 

to 76 early-decision candidates, and the University of California, Los Angeles, sent 

letters to 900 wait-list candidates, most of whom were later rejected.2,3 Fordham’s 

apology email to students is shown here.4

 A federal prisoner found a typo in his legal case that almost kept him incarcerated 

for another three-and-a-half years. It took the president’s clemency powers to fix  

the mistake.5

 An attorney and her law firm were hit with a $6.6 million suit because a lease 

agreement was “inartfully written and done so in a confusing fashion, which lends 

itself to ambiguities and disagreements.”6

 A confusing comma almost cost 

a cable TV company $1 million 

Canadian. The company won the 

case on appeal, but not before an 

unnecessary lawsuit about just one 

comma in a 14-page contract.7

Unclear and sloppy writing 

hurts organizations and damages 

professional reputations. In this 

chapter, you’ll learn to write well—

from the first step of knowing your 

audience to the last, proofreading 

your work. 

Delete Junk Reply Reply All Forward Print To Do

Email

We regret that the FAFSA completion and early award program email you
received this evening from our partner Student Aid Services (SAS)
erroneously congratulated you on your admission to Fordham. We are very
sorry for the misinformation and any confusion this may have caused.
Please disregard that communication; it is not an accurate re�ection of your
admission status. 

Again, I sincerely apologize for this error and any confusion it has caused.

Your admission decision will be available December 12th at 3:00 p.m. EST.
Please access your decision by logging into your Online Applicant Portal.

Sincerely,

John W. Buckley
Associate VP for Enrollment
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104 Part 2 Developing Your Business Writing Skills

The amount of time you devote to each step depends on the complexity, length, and 
importance of the writing project. You may go through all the steps when writing a business 
plan but not when answering an email inviting you to a meeting.

4-1 An Overview of the Writing Process
When faced with a writing task, some people just start writing. They try to do everything at 
once: choose the best words, organize into paragraphs, format, proofread—all at the same 
time. This may seem like the most efficient writing process, but it’s not. You might be bogged 
down with details that will prevent you from moving forward and producing the best product. 
Instead, writing in steps is the better strategy and will save you time in the long run. For 
example, spending planning time up front gives you a sense of where you want to go. With clear 
goals, it’s more likely your writing will accomplish those goals. And if you save a separate step 
for proofreading, you’ll catch more errors.

Although you may vary this process for different writing projects, business writers typically 
perform five steps (see Figure 1).

Delete Junk Reply Reply All Forward Print To Do

Email

ing
h

each of the 

Audience Analysis:
Studying the needs, 
experiences, back-
ground, personality,
and other aspects of
the receiver.

Proofreading:
Checking for content,
typographical, and 
format errors. Revising: Editing for

content, style, and 
correctness.

Drafting: Composing a
�rst draft of a message.

To: All Sony Employees
From: Warren Saliano
Subject: SEPS: New Performance 

Management System

On behalf of senior managers at Sony, I a m
pleased to introduce our new performance
management Process SEPS (Sony Employe
Performance System). We are continuing our
focus on employee performance and develop-
ment by giving you new tools and resources
for the performance management  process.

SEPS will provide a uni�ed, consistent plat-
form for managing and developing employee
performance. This process reinforces our
existing performance systems; SEPS builds
on the performance management needs and
philosophies of each division, while improving
consistency across all groups. Rather than an

at Sony, I   
w performance
(Sony Employee    
are continuing 

nce and dev 

of the 
is
e

SEPS Email to All Employees

  Announce the system.

  Describe the purpose.

  List goals achieved.

  Close on a positive note.

On behalf of senior managers at Sony, I am
pleased to introduce our new performance
management process, SEPS (Sony Employee
Performance System). We are continuing to
focus on employee performance and
development by giving you new tools and
resources to use for the performance
management process.

SEPS will provide a uni�ed, consistent,
organizational platform for managing and
developing employee performance. This
process is consistent with, and reinforces,
our existing performance systems; SEPS
builds upon the performance management   
needs and philosophies of each
divisions, while improving con 
divisions. Rather than an off-th

Planning:
Determining the
purpose of the message,
what information you
need to give the reader,
and in what order to
present it.

agement

On behalf of senior managers at Sony, I am
pleased to introduce our new performance
management process, SEPS (Sony Employee
Performance System). We are continuing to
focus on employee performance and develop-
ment by giving you new tools and resources
to use for the performance management
process.

SEPS will provide a uni�ed, consistent,
organizational platform for managing and
developing employee performance. The
process is consistent with, and reinforces,
our our existing performance systems; SEPS
builds upon on the performance man
needs and philosophies of 
divisions division, while improv
across divisions. all groups. Rat

Figure 1 The Writing Process
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4-2 Audience Analysis
Your first step is to consider your audience for the message—the reader or readers of your 
writing. Your audience may be just one person or a group of diverse people all over the world. 
We can’t always understand our audience perfectly, but we do our best to anticipate what 
they need and how they might react to our message. For a strategic-level communication—for 
example, announcing a big change in a company, such as a merger or acquisition—multiple 
messages would be sent to different audiences. here, we’ll consider just one message at 
a time.

An audience analysis will help you understand your message from the reader’s perspective. 
This process gives you a sense of the audience’s potential mental filters and how to adjust your 
message accordingly.

Let’s take an example of moving an office from downtown Chicago to a suburb. In Figure 2, 
you can see how analyzing an audience helps the writer tailor a message.

LO1 Analyze the 
audience for your 
communication.

When have you found it 
difficult to consider your 
audience’s perspective? 
What barriers have 
prevented you from 
accepting another’s point 
of view? Recognizing your 
own judgment may help you 
appreciate your audience 
and how to tailor a message.

Who is the 
audience?

Primary audience:
employees in the
Chicago of	ce, who
will be moving

Secondary audience:
employees in the
Boston of	ce, who
may be concerned
that they will move
next

How will the 
audience likely

react?
Employees who live
near the new location
will be happy, but
most will not. This is 
a big change for
everyone.

 I will get to the main 
point quickly and will
explain the rationale
for the move and
include lots of 
evidence to support
the decision.

What does the 
audience

already know?
Employees know this
was a possibility
because we have
been looking to
reduce costs.

 I

 I

 will refer to previous 
discussions about
ways to reduce costs.

 will be honest and
say that the Boston
location may move 
as well.

What is your 
relationship

with the 
audience?

 A  s the Chicago of	ce
manager, I know these
employees well and
have credibility with
them.

 My tone will be
respectful and 
conversational.

What is unique
about the 
audience?

 M

 M

any employees
don’t have cars, so 
I’ll emphasize the
public transportation
options.

any employees are
paid minimum wage,
so I’ll emphasize less
expensive housing
options in the area.

Audience Analysis example (Moving the Office to the Suburbs) Figure 2

4-2a Who Is the Primary Audience?
When you have more than one audience, you need to identify your primary audience (e.g., the 
decision maker) and your secondary audience (others who will also read and be affected by 
your message). Focus on the primary audience, but try to satisfy the needs of the secondary 
audience as well. If this is too much to accomplish with one message, write separate messages 
to different audiences. For example, a sales letter to a major client should be tailored to that 
client’s needs.

4-2b What Is Your Relationship with the Audience?
Does your audience know you? If your audience doesn’t know you, establish your credibility by 
assuming a professional tone, and give enough evidence to support your claims. Are you writing 
to someone inside or outside the organization? If outside, your message may be more formal 
and contain more background information and less jargon than if you are writing to someone 
inside the organization.

What is your status in relation to your audience? Because communications to your manager 
are vital to your success in the organization, typically, these messages are a little more formal, 
less authoritarian in tone, and more informative than communications to peers or people who 
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106 Part 2 Developing Your Business Writing Skills

report to you. Study your manager’s own messages to understand his or her preferred style, and 
adapt your own message accordingly.

When you communicate with people who report to you, be respectful rather than patronizing. 
Try to instill a sense of collaboration, and include employees in your message rather than 
talking down to them. For example, use “we” when you refer to the company or department, but 
avoid platitudes such as, “employees are our greatest assets.” Be sincere and think about how 
your employees might react to your message. When praising or criticizing, focus on specific 
behaviors, not the person. As always, praise in public, but criticize in private.

4-2c How Will the Audience Likely React?
If the reader’s initial reaction to both you and your topic is likely to be positive, your job is 
relatively easy. Typically, your message can be short and straightforward, and you can provide 
little, if any, justification.

But if you expect your reader’s reaction—either to your topic or to you personally—to 
be negative, now you have a real sales job. Your best strategy is to call on external evidence 
and expert opinion to bolster your position. Use polite, conservative language, and suggest 
ways the readers can cooperate without appearing to “give in.” Begin with the areas of 
agreement, stress how the audience will benefit, and try to anticipate and answer any 
objections the reader might have. Through logic, evidence, and tone, build a case for your 
position.

4-2d What Does the Audience Already Know?
Understanding what the audience already knows helps you decide how much content to include 
and what writing style is most appropriate. When writing to multiple audiences, adapt to the 
key decision maker (the primary audience). In general, it is better to provide too much rather 
than too little information.

4-2e What Is Unique About the Audience?
The success or failure of a message often depends on little things—the extra touches that 
say to the reader, “You’re important, and I’ve taken the time to learn some things about you.” 
What can you learn about the interests or demographics of your audience that you can build 
into your message? What questions and concerns can you anticipate and address in your 
message?

4-2f Example of Audience Analysis
To illustrate the crucial role that audience analysis plays in communication, assume that you 
are a marketing manager at Seaside Resorts, a chain of small hotels along the California, 
Oregon, and Washington coasts. You know that many of the larger hotel chains have instituted 
frequent-stay (or loyalty) programs, which reward repeat customers with free stays or other 
perks.

You want to write a message recommending a similar plan for your hotel. Assume that 
Cynthia haney, your immediate manager and the vice president of marketing, will be the only 
reader of your email and has the authority to approve or reject your proposal. Let’s look at three 
versions of haney and how you could adjust your message to each (Figure 3).

As you can see in Figure 3, the type, amount, and organization of information you include in 
your message reflect what you know (or can learn) about your audience.
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4-3 Planning
Planning involves making conscious decisions about the purpose, content, and organization of 
the message.

4-3a Purpose
If you don’t know why you’re writing the message (i.e., what you hope to accomplish), then you 
won’t know whether you have achieved your goal. In the end, what matters is not how well 
crafted your message was or how well it was formatted; what matters is whether you achieved 
your communication objective.

LO2 Plan the purpose, 
content, and organization 
of your message.

  

Audience Analysis: Adjusting a Written Message for Seaside Resorts Figure 3

Three Versions of Haney, VP of Marketing

Version 1

Haney has 20 years of 
management experience 
in the hospitality industry, 

and she respects your 
judgment. She likes 
directness in writing 

and wants the important
information upfront.

Version 2

Haney assumed her 
position at Seaside Resorts
just six months ago and is 
still “learning the ropes” 

of the hospitality industry. 
Up to this point, your 
relationship with her 

has been cordial, although
she is probably not very 
familiar with your work.

Version 3

Haney has implied 
that she doesn’t 

yet completely trust 
your judgment. In 
the past, she has 

been hesitant 
about accepting 

your ideas.

Your �rst paragraph can
be short and to the point:

“The purpose of this
memo is to recommend

implementing a
frequent-stay plan for a
12-month test period in

our three Oregon resorts.
This recommendation is

based on our competitors’
policies and the costs

and bene�ts of instituting
a loyalty program.”

Your �rst paragraph
might use a less direct
approach, in which you
discuss your process

and present the evidence
before making a

recommendation: “The
attached Wall Street

Journal article discusses
four small hotels that have

started frequent-stay plans.
The purpose of this memo
is to describe these plans
and analyze the costs and
bene�ts of a similar plan

at Seaside.”

You might write a longer
introduction, with a second
paragraph to establish your

credibility:
“This proposal is based

on a large amount of data
collected over two months.
I studied several Hotel and

Restaurant Association
reports, interviewed the

person in charge of
frequent-stay programs at

three hotels, and asked
Dr. Kenneth Lowe,

professor of hospitality
services at Southern Cal,
to review and comment

on my �rst draft.”
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Most writers find it easier to start with a general purpose and then refine it into a specific 
objective. The objective should state what you expect the reader to do as a result of your 
message. For the hotel frequent-stay program example, your general purpose might be this:

General Purpose: To describe the benefits of a frequent-stay program at Seaside 
Resorts.

This goal is a good starting point, but it is not specific enough. It doesn’t identify the intended 
audience or the outcome you expect. If the audience is the marketing vice president, do you 
want her to simply understand what you’ve written? Commit resources for more research? 
Agree to implement the plan immediately? how will you know if your message achieves its 
objective? This is one example of a more specific communication objective:

Specific Purpose: To persuade Cynthia to approve developing and implementing 
a frequent-stay plan for a 12-month test period in Seaside’s three Oregon resorts.

This purpose is now specific enough to guide you in writing the message and evaluating its 
success. Figure 4 shows additional examples of general-purpose statements converted to more 
useful objectives. These communication objectives state what you expect the audience to do 
and how you hope people will feel after reading your message. A clearly stated objective helps 
you avoid including irrelevant and distracting information.

4-3b Content
After you analyze your audience and identify the objective of your message, the next step is to 
decide what information to include. For simple messages, such as a quick text or routine email, 
this step is easy. however, most communication projects require many decisions about what 
to include. how much background information is needed? What statistical data best supports 
the conclusions? Are expert opinions needed? Would examples, anecdotes, or graphics help 
comprehension? Will research be necessary, or do you have what you need? The trick is to 
include enough information so that you don’t lose or confuse the reader, yet avoid including 
irrelevant material that wastes the reader’s time and obscures important data.

For all but the simplest communications, one thing you should not do is to start drafting 
immediately, deciding as you write what information to include. Instead, start with at least a 
preliminary outline of your message—whether it’s in your head, in a typed outline, or as notes 
on a piece of paper.

One useful strategy is brainstorming—jotting down ideas, facts, possible leads, and anything 
else you think might be helpful in constructing your message. Aim for quantity, not quality. 

Figure 4 Identifying a Communication Objective 

General-PurPose 
statement

sPecific communication 
objective

To communicate the  
office move.

To explain the rationale and process for the  
move to employees, while maintaining morale  
and minimizing employee turnover.

To apply for the sales  
associate position.

To convince the HR manager to call me for an  
interview based on my qualifications for the job.

To deny a customer’s 
request for a replacement 
phone.

To maintain the customer's goodwill by helping  
her understand the rationale for the decision 
and convincing her that the denial is reasonable.
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Don’t evaluate your output until you run out of ideas. Then begin to refine, delete, combine, and 
revise your ideas to form your message.

Another approach is mind mapping (also called clustering), a process that avoids the step-
by-step limitations of lists. Instead, you write the purpose of your message in the middle of a 
page and circle it. Then, as you think of possible points to add, write them down and link them 
with a line either to the main purpose or to another point. As you think of other details, add 
them where you think they might fit. This visual outline offers flexibility and encourages free 
thinking. Figure 5 shows an example of mind mapping for the frequent-stay idea.

You may use computer graphics for this process, but many people find writing by hand more 
freeing. either way, by putting your ideas down and showing how they relate, you’re beginning 
to organize your message, which is the next step in the planning process.

Consider using 
SpicyNodes (spicynodes.
org), a tool for displaying 
hierarchical information.

FREQUENT-
STAY 

PROGRAM

Costs

Overhead

Awards

Start-
up

Charts

Competition

Hyatt

Best
Western

Hilton

Holiday
Inn

Major
revamp

Pilot
program

12
months

Effect-
iveness

Limited 
costs Three

Oregon
resorts

Why?

Develop
plan

Free 
nights
only?

Survey
customers

Cost
projections

Study
competition

Bene�ts

Must stay
competitive

Mind Map of Ideas Figure 5

4-3c Organization
After you have brainstormed around a main idea, you need to organize your points into an 
outline. The organization of a message indicates the order in which you’ll discuss each topic.
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First, classify or group related ideas. Next, differentiate between the major and minor points 
so that you can line up minor ideas and evidence to support the major ideas. The diagram in 
Figure 6 shows the frequent-stay idea shaping up into a well-organized message.

Frequent-Stay
Program

How should we
develop the 
program?

How can we
implement the

program?

Why create a
frequent-stay

program?

Reward guests
for loyalty

Stay 
competitive

Increase 
profits

Survey guests
by location

Project all costs
Study 

competitors’ 
programs

Start with a 
pilot program

Gradually 
execute at 

other hotels

Conduct follow-
up surveys 

every quarter

Overhead Hilton

Awards

Research and
development

Start-up

Holiday Inn

Best Western

Hyatt

Execute 
at three 

Oregon resorts

Monitor 
effectiveness

Run test for 
12-month 

period only

Figure 6 Organization for the Frequent-Stay Message

Rather than create a hierarchical diagram, you may present your ideas in outline format, 
shown in Figure 7. Of course, you may skip some of these steps for shorter and less important 
business writing.

As mentioned earlier, the most effective sequence for the major ideas depends partly on the 
reaction you expect from your audience. For most business communication, audiences expect 
to see the main point up front (the direct organizational plan): your conclusion or 
recommendation first, with explanations following.

For longer written communications (e.g., long memos, articles, or reports), consider writing 
your introductory paragraph first. For the direct approach, the introduction explains why you’re 
writing (the purpose), what your conclusions are (your main points), and what topics the reader 
can expect (the preview). For the indirect organizational plan, you also will cover these points, 
but you would provide more background information—and discuss your purpose and main 
points later in the introduction. Compare two approaches for an introductory paragraph for the 
frequent-stay proposal (Figure 8). These build on our earlier examples of analyzing the audience 
(Figure 3).

Do you prefer a more 
direct or indirect style of 
communication? Do you 
tend to get to the main 
point right away or give 
explanations and examples 
before conveying the main 
point? Does your own 
style sometimes get in the 
way of what’s best for the 
audience and situation?
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Message Organization in Outline Format Figure 7 
Frequent-Stay Program Message Outline

Introduction:  Include purpose, summary of main points, and preview of
topics to be covered.

Section 1: Why should we create a frequent-stay program?
(1) Reward guests for loyalty
(2) Stay competitive
(3) Increase profits

Section 2: How should we develop the program?
(1) Survey guests by location
(2) Project all costs

1. Overhead
2. Awards
3. Research and development
4. Start-up

(3) Study competitors’ programs
1. Hilton
2. Holiday Inn
3. Best Western
4. Hyatt

Section 3: How can we implement the program?
(1) Start with a pilot program

1. Implement at three Oregon resorts
2. Monitor effectiveness
3. Run test for 12 months

(2) Implement at other hotels gradually
(3) Conduct follow-up surveys on programs every quarter

Conclusion: Summarize points, request action, and provide contact information.

Direct Approach

Background: The VP is 
experienced and respects you.

The purpose of this memo is to 
recommend implementing a 
frequent-stay plan for a 12-month
test period in our three Oregon
resorts. This recommendation is
based on our competitors’ policies
and the costs and bene�ts of 
instituting a loyalty program.
Implementing a similar program will
keep us competitive in the Oregon
market and may signi�cantly
increase guest loyalty and pro�ts. 
In this memo, I’ll discuss why we
should establish a frequent-stay 
program, how we should develop 
the program, and how we can 
implement the program for our
guests.

Indirect Approach

Background: The VP is new 
and doesn’t know you well.

A recent Wall Street Journal article
discusses four small hotels that 
have started frequent-stay plans. I
became interested in this idea for
Seaside and would like to share 
with you my research about these
programs. My research shows that
77% of our competitors have a 
frequent-stay program, and a recent
survey shows that nearly half of the
5,000 respondents choose speci�c
hotels (even if they are more 
expensive) in order to accrue hotel
loyalty points. In this memo, I’ll
describe frequent-stay plans and
then analyze the costs and bene�ts
for Seaside. After reviewing this
information, I hope that you will 
consider piloting a frequent-stay
program at our three Oregon resorts.

Purpose 
statement

Main
points

Preview of 
topics to 

be covered

Purpose 
statement

Preview of 
topics to be

covered 

Main
point

Direct and Indirect Introductory Paragraphs Figure 8
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112 Part 2 Developing Your Business Writing Skills

In the indirect introduction example, notice how much softer the tone is for the reader. 
The main point is more of an invitation than a recommendation. 

4-4 Drafting
After planning your message, you’re finally ready to begin drafting—composing a preliminary 
version of a message. The more work you did to plan and organize your message, the easier this 
step will be. Again, don’t begin writing too soon. People who believe they have weak writing 
skills tend to jump in and get it over with as quickly as possible. Instead, follow each of the five 
steps of the writing process to ease the journey and improve your final product.

4-4a Letting Go
Probably the most important thing to remember about drafting is to just let go—let your ideas 
flow as quickly as possible, without worrying about style, correctness, or format. Separate the 
drafting stage from the revising stage. Although some people revise as they create, most find 
it easier to first get their ideas down in rough-draft form, and then revise. It’s much easier to 
polish a page full of writing than a page full of nothing.

Avoid moving from author to editor too quickly. Your first draft is just that—a draft. Don’t 
expect perfection, and don’t strive for it. Instead, write in narrative form all the points you 
identified in the planning stage.

4-4b Overcoming Writer’s Block
If a report is due in five weeks, some managers (and students) spend four weeks worrying about 
the task and one week (or less!) actually writing the report. Similarly, when given 45 minutes 
to write an email, some people spend 35 minutes anxiously staring at a blank screen and 
10 minutes actually writing. These people are experiencing writer’s block—the inability to focus 
on the writing process and to draft a message. Typical causes of writer’s block follow:

 ● Procrastination: Putting off what we dislike doing.
 ● Impatience: Getting bored with the naturally slow pace of the writing process.
 ● Perfectionism: Believing that our draft must be perfect the first time.

Once these factors interfere with creativity, writers may start to question their ability, which 
makes it even harder to tackle writing. 

Try the strategies in Figure 9 for avoiding writer’s block at least once. Then, choose what 
works best for you.

4-4c Writing for Different Media
In Chapter 1, we discussed several options for conveying your message. how you draft your 
message depends on which medium you choose. In this chapter, we’ll look at writing guidelines 
for four typical media choices for business communication: email, memos, letters, and the 
Internet.

Writing Email Messages
email is so pervasive in organizations that many people don’t consider it writing—but of course 
it is. In business, emails can be one-word confirmations or longer messages with attachments. 

LO3 Compose the first 
draft of your message.

How do you feel about 
your own writing? Have 
you been told that you’re 
a good writer or a poor 
writer? Do you tell 
yourself that you hate 
writing? Consider how 
these messages may cause 
writer’s block. Instead, try 
to think positively: you 
can write well.
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email is the default communication choice in many organizations, with business people sending 
and receiving on average 121 messages a day.8 With people receiving so many messages, how 
you write emails will determine whether yours are read and understood.

emails tend to be more concise and—even if sent outside the organization—are often 
less formal than letters. See guidelines for drafting email messages in Figure 10. The email in 
Figure 12 meets these criteria. 

every organization has its own conventions for email. When you start working at a company, 
pay attention to how people open and close messages, who’s copied, when emails are sent, and 
other details.

In addition to conforming to organizational norms for email, you should pay attention to 
variations by country and region. Cultural differences are as apparent in email messages as in 
any business communication. For example, in cultures that emphasize relationships rather 
than tasks, you may see longer emails with more personal information. Although an email 
from a U.S. manager may jump right into the main point, an email from a Latin American 
manager may start with a longer introduction about the weather or an update about the 
family. email presents many challenges for communication—and cultural differences add even 
more possibilities for misunderstandings.

State your purpose in writing.

De�ne the objective of your message clearly
and concisely.
Write the objective someplace prominently so
you always keep it in mind.

Schedule a reasonable
block of time.

For short writing projects, block out enough time
to plan, draft, and revise the entire message in
one sitting.
For long or complex projects, schedule blocks of
about two hours, or set milestones, such as
writing one section and then taking a break.

Minimize distractions.

Close web browsers to avoid IM noti�cations
and the lure of Facebook!
Leave your smartphone in another room so
you’re not tempted to text.

Choose the right environment.

Go to a quiet library—or a busy computer lab.
Experiment until you �nd a place where you
write best.

Write freely.

Start by free writing: write without stopping for
5 to 10 minutes.
Write anything, without judgment; if you get 
stuck, write, “I’ll think of something soon.”

Think out loud.

Picture yourself telling a colleague what you’re
writing about, and explain aloud the ideas
you’re trying to get across.
Sharpen and focus your ideas by speaking 
rather than writing them. 

Avoid perfectionism.

Think of your writing as a draft—not a �nal
document.
Don’t worry about style, coherence, spelling, or
punctuation errors at this point. The artist in
you must create something before the editor
can re�ne it.

Write the easiest parts �rst.

Skip the opening paragraph if you’re 
struggling with it.
Start with a section that’s easiest for you to
write.

3

2

1

4

5

6

7

8

Strategies for Overcoming Writer’s Block Figure 9
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114 Part 2 Developing Your Business Writing Skills

Openings and Closings

Audience

Content

● Follow your company’s standards for salutations. Use “Dear,” “Hi,” “Hello,” or “Good 
 morning” as salutations, depending on what people in your organization typically use. 

If you’re writing an email to a prospective employer, err on the side of formality with 
“Dear Ms. Unger,” followed by a comma. Although a comma after “Hi” as in, “Hi, 
Jasmine,” is technically correct, you may  nd that few people in your company use 
this as a convention. Also, most people will skip the salutation (and signature) after 
one round of emails. It’s silly to continue using someone’s name for quick response 
emails.

● Follow conventions for closings and signatures. Similar to salutations, use standard 
phrases that re�ect your organization’s culture. See what other people use, for 
example, “I hope all is well” or “Please let me know if you have any questions.” 
Before you type your name at the end of the email, include a brief closing. For more 
formal emails, end with “Best regards,” “Regards,” “All the best,” or simply “Best.” 
For less formal emails, you may simply write “Thanks” or nothing before your name. 
In some organizations or departments, people may omit their name entirely—it just 
depends on the culture.

● Use a signature line. You may set up a personalized signature line for emails that you 
send. Typically, this includes your name, title, company, and possibly your phone 
number. If your company has guidelines, follow what’s required. If not, keep your 
signature line simple and professional: avoid fancy fonts, colors, and backgrounds for 
business email.

● Draft your email before you enter the receiver’s name in the “To” line. This way, you 
won’t send the email accidentally before you proofread. 

● Use an appropriate tone. Emails can be formal or informal. Typically, more formal 
emails are sent to people you don’t know well or those far more senior to you in an 
organization.

● Don’t copy the world. People already receive too many emails, so be respectful and
    copy only those people who need to know about your message. Consider the people
    who are copied as your secondary audience, and adjust your message accordingly.
● Use “BCC” (blind carbon copy) sparingly. In some organizations, using BCC to send 

people a copy of your email without others knowing about it is considered sneaky. 
This can become an ethical issue—and can come back to bite you if the person on 
BCC replies to all. A better alternative is to be open about who else is seeing the 
message or, if you must, forward an email after it has been sent.

● Provide context. Initiating an email and responding to one require different 
approaches. When you initiate an email, provide enough context for the reader, just as
you would in a memo or letter. Although email is fast, we still need to consider—and 
clearly communicate—our purpose for writing. When responding, consider including 
parts of the original email so that the receiver understands your reply.

● Keep emails short. Some managers believe emails should be no longer than what  ts 
on a desktop computer screen; others believe anything more than a paragraph is too 
much, particularly for emails received on smartphones. For messages longer than 
about 300 words, consider an attachment instead.

Organization

● Use a descriptive, attention-grabbing subject line, such as those in Figure 11. 
Research tells us people often delete or read email based on the subject line alone.

● Make emails skimmable. Particularly for email, which people read quickly, make sure 
your main points are clear and up front. Bulleted lists are common in email.

● Keep paragraphs short. You may lose your audience with dense paragraphs in email. 
Keep them shorter—even single-sentence paragraphs are acceptable in email—to 
improve readability.

Figure 10 Writing effective email Messages
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Writing Memos
email has replaced almost all memos—written messages to people within an organization. 
Sometimes memo and letter are used generically. When the founder and CeO of Mashable 
posted his message to employees about a new executive, the story was titled “Memo to Staff.”10 
But Mashable is a news website and blog; it’s highly unlikely that internal documents are printed 
and mailed. 

Delete Junk Reply Reply All Forward Print To Do

Email

From: Keith Stapleton 
To: Mauren Withers

Subject: Need More Detailed Bio by Friday

Maureen,

I just saw the compiled biographies of all speakers for the ALP confer-
ence next week. Yours is considerably shorter than the others, so I
thought  you might want to add more detail about your background:

● Previous work at Seagram
● Previous positions with Mott
● Education and certi�cates

I’m attaching a more typical example in case you want to compare yours.

If you would like to provide a new version, please email it to me by 
Friday, June 9. This way, we can make sure your bio is included with
the others in the printed brochure. 

Thank you,

Keith

Keith Stapleton, Event Planning Assistant
Center for Leadership Development
1161 West Palm Street
Columbus, OH 43230
(614) 555-8700 

Uses a clear, speci�c 
subject line.

Uses a greeting that 
is standard within 

the company.

Provides speci�c 
suggestions in bullets so

they are easy to skim.

Gives clear instructions:
email by Friday. 

Includes a simple, 
standard closing.

Uses a professional 
signature line.

Includes information that 
is useful to complete 

the request.

Provides context 
for the request.

Gives a rationale 
for the deadline.

Sample email Figure 12

Descriptive email Subject Lines Figure 11

To celebrate Harry Potter author J.K. Rowling’s birthday, ThinkGeek sent an 
email with the subject line, “We solemnly swear, we are up to no good . . .”9 

Here are more examples of clear, specific subject lines:
 ● Today’s meeting changed from 3:00 to 3:30 p.m. 
 ● Need your input on the proposal revisions by 7/14
 ● Do you want to include Marjorie in the meeting?
 ● Customer has a question about shipping fees to Alaska 
 ● Revised performance objectives for your approval
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116 Part 2 Developing Your Business Writing Skills

Today, memos are reserved for more formal and print messages. Memos may be longer than 
one page (attached to short emails) or short messages that serve as cover notes (attached to 
printed material), as in the example in Figure 13. In some organizations, memos also may be 
printed for employees who do not have regular access to a computer at work. See the Reference 
Manual for an example of a longer memo.

Figure 13 Sample Short Cover Memo

To: Store Managers

From: Andrea Jewel, CEO

Subject: Spring Catalog

Date: February 8, 2017

Attached is a preview copy of our spring catalog. I’m very proud of our Design
Team, who created a beautiful representation of Aggresshop’s most unique clothing
and accessories.

You will receive 100 copies of the catalog in your store by February 20. If you would
like more than 100 copies, please contact Maryanne (msunger@aggresshop.com) by
Wednesday, February 15.

Catalogs will be shipped to customers on February 22—one week earlier this year in 
response to your requests. 

Best of luck for a successful spring season.

Is printed on paper with 
a company logo.

Includes standard 
memo heading with 
the writer’s initials.

Refers to attached printed
materials (a good reason to

send a printed memo).

Includes information related
to the printed catalogs; this
also may be sent by email.

Asks for feedback by email,
which is the more typical

communication medium for
the company.

Closes on a positive note.

Writing Letters
Letters are written to people outside your organization and are reserved for formal 
communication. In your business career, you may write cover letters for jobs, sales letters to 
customers, proposal letters to accompany external reports, or thank-you letters to donors.

Because letters are for external audiences, a more formal approach is appropriate:

 ● Use block or modified block format (see the Reference Manual for samples) with your 
return address and the date.

 ● Use a formal salutation, typically, “Dear Mr. Patel,” followed by a colon (although 
commas are often used).

 ● Print your letter on company stationery or with an image of the company’s logo. Many 
organizations will provide image files for you to paste into a document online.

 ● Write with longer paragraphs (typically 3–7 sentences) and few bulleted lists.
 ● Use a professional closing, such as “Sincerely” or “Regards,” and then leave a few lines 

to sign your name above your full typed name. Your title and department may follow 
your name.

Writing for the Web
Web writing takes many forms for business communication: websites, blogs, tweets, Facebook 
posts, and more. here, we’ll focus on writing for company websites and blogs.

Static websites, intended only for people to retrieve information, can be useful but are least 
ideal for business communication. effective online communication from companies today has 

See letter examples in 
Chapters 5, 6, and 12, and 
in the Reference Manual.
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less writing and includes more interactivity—if not social media functionality, then other ways 
to connect with customers.

Less text is preferable for websites. Typically, people scan web pages, so putting main points 
in prominent positions—at the top of the page—is critical. Bulleted text, short sentences and 
paragraphs, simple words, and links to more information will keep your reader engaged rather 
than overwhelmed.

You can see that the Girls Who Code website (Figure 14), which promotes computing skills, 
leads with a striking photo. Users can easily find information about programs and how to get 
involved. Where the site has written content, it’s short, as shown in Figure 15. On most websites, 
and almost all shopping websites, you won’t find long blocks of text—only engaging graphics. 

Girls Who Code Website homepage Figure 14

Girls Who Code Website Text Figure 15

Blogs use far more text than websites and typically allow for customer comments. Although 
many opinion blogs include longer articles, company blogs—designed to engage customers—
more often include short posts or blurbs of information. The writing style for Southwest Airlines’ 
popular “Nuts About Southwest” blog is concise and quite personal (Figure 16). This approach 
is most likely to encourage interactivity with customers.

http://girlSwhocoDe.com/about-uS/
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Figure 16 “Nuts About Southwest” Blog

HAPPY
EARTH DAY

JOIN OUR COMMUNITY LOG IN CONNECT

SEARCHHOME MEET THE TEAM ABOUT SOUTHWEST.COM DOWNLOADS

MORE WAYS TO GO NUTS

SOUTHWEST SOCIAL STREAM

SouthwestAir: @threefourteen not sure yet,
we’ve cxl’d flights through today at...
21 min 7 sec ago

SouthwestAir: @evfaithful we’ve cxl’d flights
through today at 4 pm CST. Not...
20 min 7 sec ago

NEWER OLDER

EVERYTHING BLOG BLOG VIDEO PODCAST

Viewing By: Most Recent Most Active

Happy Earth Day: A Big Green Thumbs Up!
By: Alyssa Eliasen

April showers bring May flowers, but here at Southwest Airlines, April showers bring...
Urban Gardening!! Last Earth Day, we posted about our Network Planning
Department’s efforts to create the SWA Community Garden. One year later, we are 
happy to say that the efforts have been “fruitful.” Or... rather, “produce-tive.” Two years
ago, the Garden’s Master Green Thumbs, Jamie Ibarra and John Jamotta... read more

Southwest: One of the “Texas 9”
By: Marilee McInnis

On April 20, Ginger Hardage, our Senior Vice President Culture and
Communications, and I attended an awesome lunch at the Trammell & Margaret Crow
Asian Art Museum here in Dallas to receive recognition as one of the “Texas 9,” a
grouping of top companies named by U.S. Trust as part of their Socially Innovative 
Companies portfolio. We were named for our environmental stewardship and... read 
more

LUV it      4 Tweet 0 Share 394 Share This 0

LUV it      5 Tweet 0 Share 0 Share This 0

LATEST NEWS View All News

04-21 SOUTHWEST AIRLINES
REPORTS FIRST QUARTER
EARNINGS

04-14 SOUTHWEST AIRLINES PILOTS,
AIRTRAN PILOTS, AND
CARRIERS REACH FOUR-PARTY
AGREEMENT

APR

22

APR

22

Engages the viewer with
bold graphics and a theme.

Makes it easy to 
share the post.

Personalizes the entries from
real people who work at

Southwest.

Uses a conversational style,
which is appropriate for the
company’s culture—and for

web writing.

Integrates Twitter stream for
a more seamless presence

on the web.

Concise writing, short paragraphs, and a conversational style are hallmarks of writing for the 
web. Well-written web pages are highly skimmable, with graphics, headings, bullets, and links 
to encourage people to read more or visit other parts of the company’s website.

4-5 Revising
Revising refers to modifying a message to make improvements. having the raw material—your 
first draft—in front of you, you can now refine it into the most effective message possible, 
considering its importance and your time constraints.

If possible, put your draft away for some time—the longer the better. This break helps you 
distance yourself from your writing. If you revise immediately, you’ll remember what you meant 
to say rather than what you actually wrote, which may prevent you from spotting errors.

For important writing projects, solicit comments about your draft from colleagues as part of 
the revision process. This step may prevent embarrassment for you and your company.

Although we have discussed revising as the fourth step of the writing process, it involves 
several substeps. Revise first for content, then for style, and finally for correctness.

4-5a Revising for Content
After an appropriate time interval, first reread your purpose statement and then the entire 
draft to get an overview of your message. Ask yourself such questions as these:

 ● Is the content appropriate for the purpose I’ve identified?
 ● Will the purpose of the message be clear to the reader?

LO4 Revise for content, 
style, and correctness.
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ChaPter 4 The Writing Process 119

 ● have I been sensitive to how the reader might react?
 ● Is all the information necessary?
 ● Is important information missing?
 ● Is the order of my main points logical?

Although you may be proud of your first draft, don’t be afraid of making changes to improve 
your writing—even if it means striking out whole sections and starting again from scratch. The 
goal is to produce the best possible message.

4-5b Revising for Style
Next, read each paragraph again (aloud, if possible). Reading aloud gives you a feel for the 
rhythm and flow of your writing. Long sentences that made sense as you wrote them may leave 
you out of breath when you read them aloud.

4-5c Revising for Correctness
The final phase of revising is editing, ensuring that the writing conforms to standard english. 
editing involves checking for correctness—identifying problems with grammar, spelling, 
punctuation, and word usage. Unfortunately, you can’t rely solely on your computer’s grammar 
and spellchecker. These tools aren’t 100% accurate, and they miss the context of your writing. 
Take responsibility to catch your own errors that may reflect negatively on your credibility or 
cause misunderstandings, as we saw in the introduction to this chapter.

4-6 Proofreading
Proofreading is the final quality-control check for your message. A reader may not know 
whether an incorrect word resulted from a simple typo or from the writer’s ignorance of correct 
usage. During the Scribes National Spelling Bee, eSPN misspelled “South American” as “Soouth 
American” in a word definition. This was embarrassing for the network—particularly because 
it’s not a hard word.11

Make sure your final product is the best possible reflection of you. Proofread for content, 
typographical, and formatting errors.

 ● Content Errors: First, read through your message quickly, checking for content errors. 
Was any material omitted unintentionally? As you revise, you may move, delete, or 
duplicate text. Check to be sure that your message makes sense.

 ● Typographical Errors: Next, read through your message slowly, checking for 
typographical errors. Look carefully for these hard-to-spot errors:

See the Language Arts 
Basics section of the 
Reference Manual for 
editing guidelines.

LO5 Proofread your 
message.

Do you take time to 
proofread? If not, what 
gets in the way? Try 
to be honest about the 
obstacles: lack of planning, 
procrastination, not feeling 
good about your writing, 
or something else.

Look for Hard-to-Spot Errors
 ● Misused words that spellcheckers won’t flag—for example, “I took the data 

form last month’s report.”
 ● Repeated or omitted words, such as articles (the, a, an).
 ● Proper names and numbers.
 ● Titles and headings, particularly if you use “all caps,” which some 

 spellcheckers skip (although you can change this option).

 ● Formatting Errors: Visually inspect the message for appropriate format. Are all the 
parts included and in the correct position? Does the message look attractive on the 
page or online?
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120 Part 2 Developing Your Business Writing Skills

Use the following tips to catch more errors in your writing:

After you make changes, be sure to proofread again. By correcting one mistake, you might 
inadvertently introduce another. You’re finished proofreading only when you read through the 
entire message without making any changes.

The Checklist for the Writing Process summarizes the five steps discussed in this chapter.

Catch More Errors
 ● Proofread in print—never on the computer screen.
 ● Print on yellow or pink paper to see your work differently.
 ● Wait a few hours or overnight after your last revision before you start 

proofreading.
 ● Use a ruler to guide and slow down your eyes as you proofread.
 ● Read backwards, one sentence at a time.

checklist for the Writing Process
1. Audience AnAlysis

� Who is the primary audience?
� What is your relationship with the audience?
� How will the audience likely react?

� What does the audience already know?
� What is unique about the audience?

2. PlAnning

� Determine the specific purpose of the message. 
What response do you want from the reader?

� Determine what information to include in the 
message, given its purpose and your analysis of the 
audience.

� Organize the information according to the reader’s 
expected reaction:
� Direct approach (expected positive or neutral 

reaction): present the major idea first, followed 
by supporting details.

� Indirect approach (expected negative reaction): 
present the reasons first, followed by the 
major idea.

3. drAfting

� Choose a productive work environment, and 
schedule a reasonable block of time to devote to the 
drafting phase.

� Let your ideas flow as quickly as possible, without 
worrying about style, correctness, or format. If 
helpful, write the easiest parts first.

� Do not expect a perfect first draft; avoid the urge to 
revise at this stage.

� lf possible, leave a time gap between writing and 
revising the draft.

4. revising

� Revise for content: check for unnecessary 
information, omitted information, and organization.

� Revise for style: try reading your message aloud.

� Revise for correctness: use correct grammar, 
mechanics, punctuation, and word choice (see the 
Reference Manual).

5. ProofreAding

� Proofread for content, typographical, and  
formatting errors.
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3ps
< in PRACTiCE

Solving the Mailing Mistake

>>> PurPose
As the head of enrollment at Fordham University, you were embarrassed about acceptance 
letters mistakenly sent to students, and you want to make sure this never happens again. You 
decide to write an email to the director of SAS to start the conversation. 

>>> Process
1. What is the purpose of your message?

2. Describe your audience. Consider how the organization feels about the mistake and how this 
might impact their response to your email. Also consider your relationship with the group as 
your partner, rather than an employee.

3. how will you briefly explain your purpose? Try to summarize the issue in a couple of sentences. 

4. how will you share the responsibility without taking full responsibility or blaming SAS? This
is a delicate balance.

5. What next steps will you propose? how will you encourage the director to respond?

6. What will you use as your subject line?

>>> Product
Prepare an email message to the SAS director.
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> SuMMARy

LO1 Analyze the audience for your communication.
Before writing, carefully analyze your audience. Identify who the audience is (both primary and 
secondary), determine what the audience already knows, consider your relationship with the 
audience, anticipate the audience’s likely reaction, and identify any unique characteristics of 
the audience.

LO2 Plan the purpose, content, and organization of your message.
Identify the general purpose and then the specific purpose of your message. Based on your 
audience analysis, determine what information to include and in what order.

LO3 Compose the first draft of your message.
Select an appropriate environment for drafting, and schedule enough time. Concentrate on 
getting the information down without worrying about style, correctness, or format. Leave a 
time gap between writing and revising the draft. Adjust your writing for different media. Follow 
organizational conventions for email, write memos for longer messages and when email is not 
practical, use a more formal style for letters, and work toward interactivity for the web.

LO4 Revise for content, style, and correctness.
Revise first for content to determine whether the right amount of information is included 
in a logical order. Then revise for style to ensure that your message reads well for your 
audience. Finally, revise for correctness, being sure to avoid any errors in grammar, mechanics, 
punctuation, and word choice.

LO5 Proofread your message.
Read through your message carefully to catch content, typographical, and formatting errors.

> ExERCiSES

1. Complete an audience analysis of housekeeping staff.
Imagine that you work for a small, independent hotel. Management has decided to change 
housekeepers’ hours from 8:00 a.m–4:00 p.m. to 8:30 a.m.–4:30 p.m. Using the five
audience analysis questions in Figure 2, analyze the housekeeping staff. how does your
analysis affect your approach for communicating the message?

2. Analyze an instructor as the audience.
If you were a business communication instructor and received this email from a student,
how would you react? Analyze your instructor as an audience for this student’s message,
and consider changes the student might make to achieve his or her purpose.

LO1 Analyze the 
audience for your 
communication.
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3. Evaluate audience focus in a company invitation.
The Century Aurora 16 theater in Colorado, where 12 people were killed and 58 injured, 
reopened a few months after the horrific shooting incident. To encourage people to return, 
the theater sent invitations to the victims’ families, for a “special evening of remembrance” 
with a movie showing. The families didn’t appreciate the gesture. In a letter to the theater 
company, they called the invitation “disgusting” and “wholly offensive to the memory of 
our loved ones.” Coming just two days after Christmas, the invitation stung even worse for 
some families.

You can read the invitation and families’ letter at bit.ly/Zt3f4s. In small groups, discuss 
your perspective:

 ● What’s your view of the theater’s invitation: a nice gesture, an insensitive ploy to 
recoup revenue, or something else?

 ● What could have been a better approach for the theater?
 ● how well does the families’ letter express their perspective? What suggestions, if any, 

do you have for a revision?
 ● In the families’ letter, they say that the theater has refused to meet with them. how, 

if at all, does this influence your perspective of the invitation?

4. Identify general-purpose statements and communication objectives for several 
situations.
Read the following situations and write a general-purpose statement and a specific 
communication objective—the results you want—for each.

 ● As the manager of a small retail-clothing store, you write an email to let employees 
know they’re getting a $1 per hour wage increase.

 ● As the assistant manager of a movie theater, you write an email to tell a customer you 
found the earring she lost the night before.

 ● As a newly hired advertising director, you write an email to the president of the 
company requesting a 10% increase in your advertising budget.

 ● As a CeO, you write a blog post on your investor website about your company’s falling 
stock price.

 ● As a marketing manager, you write a letter to customers announcing a new product 
that will be available in your store starting next month.

 ● As a student, you write a letter to your college newspaper editor about the increase 
in tuition costs.

 ● As a warehouse manager, you write an email to an employee about the facility being 
left unlocked last night.

Delete Junk Reply Reply All Forward Print To Do

Email

From:  Misguided Student
To:  Business Communication Instructor

Date: March 4, 1 a.m.
Subject: Need Assignment Help

Hey prof,

How long should assignment 4 be? I know you said it’s an email to a cus-
tomer about a late order shipment, but I don’t know what you want. Please
email me back soon since it’s due tomorrow.

Thanks!!

LO2 Plan the purpose, 
content, and organization 
of your message.
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126 Part 2 Developing Your Business Writing Skills

5. Plan the organization of messages.
For the situations in exercise 4, imagine what the audience reaction might be and write a 
sequential outline of your points. explain why you chose the order you did.

6. Brainstorm new ice cream flavors.
Workings in groups of three or four—without censoring your ideas—come up with as many 
new ice cream flavors as you can. Make a list of all the suggestions, and then share your list 
with the other groups in the class. how does your list compare to the other groups’ lists? 
how big is the combined list? Which group generated the most ideas? What do they believe 
contributed to their success?

7. Organize a restaurant review.
Prepare to write a review of a restaurant or a dining facility on campus. Use the process 
outlined in this chapter:

 ● Brainstorm ideas. What do you think is important to include in your review? Draw a 
mind map.

 ● Create a hierarchy of ideas. how will you organize your main and supporting points?
 ● Develop an outline. Write a more detailed, sequential plan for your restaurant review.

8. Assess how you feel about writing. 
Rate how you feel about yourself as a writer and about the process of writing.

LO3 Compose the first 
draft of your message.

When you finish, consider how your responses affect your writing. how can you dispel 
negative messages and shift your thinking about yourself and your writing?

9. Practice free writing. 
Without judgment, write for five minutes without stopping. Write anything. If you get 
stuck, write about the process of writing. After five minutes, review what you wrote and 
make a list of only positive aspects of your writing. Focus on your penmanship, word choice, 
sense of humor, sentence structure, creativity—anything that recognizes your strengths as 
a writer, even when you’re not trying too hard. 

Mostly True Mostly False

I’ve been told I’m a good writer.

I’ve been told I’m a poor writer.

I feel good about myself when I’m writing.

I enjoy writing.

Writing causes me stress.

It takes me a long time to write anything.

I experience writer’s block.

I prefer writing assignments to doing other 
types of work.
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10. Write a draft restaurant review.
Now that you have your outline for exercise 7, draft your restaurant review. Practice free 
writing for this activity to avoid moving to the revision stage too quickly. Don’t worry about 
formatting for this exercise; just practice moving from an outline to a written document.

11. Write a draft email to the sales team at Herman Miller.
Using the principles discussed for effective email communication, write a draft email to a 
team of sales associates. Imagine that you work for herman Miller, a company that sells 
high-end office furniture. Today, the associates typically make phone calls and send online 
brochures to prospective clients. You believe that you can increase sales if the associates 
make personal visits instead. In your email, encourage associates to visit at least three 
businesses each week.

Use a respectful, encouraging tone, and provide enough reasons to convince the sales 
associates that personal visits will increase business. Invent whatever details you need to 
make your email realistic.

12. Write a company memo to announce a new organizational structure.
Imagine that you have just acquired a company and have brought in an entirely new 
management team—five of your classmates. In a separate message to employees, you have 
communicated the rationale for the changes. Now, you would like to introduce your new 
team to the rest of the organization.

Write a two-page memo. After a brief introduction, in which you refer to previous 
communications about the change, include one short paragraph (about 50 words) for 
each of the five new executive team members. In each paragraph, include the following 
information: executive’s name, new title, and previous experience. You may invent 
whatever details you would like.

13. Format a letter.
You have just finished collecting donations for the American Cancer Society. To thank 
people for donating, you will send individual letters. Using guidelines in this chapter and in 
the Reference Manual, format your letter. You do not need to write the letter; just create 
the template with the date, addresses, salutation, and closing. You may create your own 
letterhead or use a standard return address.

14. Write blog posts.
Imagine that you work for Southwest Airlines and have been asked to write a few entries 
on their “Nuts About Southwest” blog. Write three short posts (about 50 words each). 
Write one post about a recent national holiday, one post to encourage viewers to visit your 
website, and one post to link to a recent news story about the company.

15. Set goals to overcome writer’s block.
In this chapter, you read about ways to overcome writer’s block. Choose two or three 
strategies from Figure 9 to improve your writing process. Try them out, and then send an 
email to your instructor assessing your results. What worked well for you that you can use 
in the future?
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128 Part 2 Developing Your Business Writing Skills

16. Revise your email to sales associates at Herman Miller.
Revise your draft email to herman Miller sales associates (from exercise 11). What changes 
will you make to improve the message? Follow these steps for the revision process:

a. Read the email once, revising for content. Make sure that all needed information is 
included, no unnecessary information is included, and the information is presented 
in a logical sequence.

b. Read the email a second time, revising for style. Make sure that the words, sentences, 
paragraphs, and overall tone are appropriate.

c. Read the email a third time, revising for correctness. Make sure that grammar, 
mechanics, punctuation, and word choice are error free.

17. Revise another student’s Herman Miller email.
exchange draft herman Miller emails with other students in class (so that you’re not 
revising the paper of the person who is revising yours). Using the process described in 
exercise 16, revise the other student’s message, and then return the paper to the writer 
with your changes.

18. Revise a previous message.
Bring in a one-page message (email, memo, or letter) you have written in the past. exchange 
papers with other students (so that you’re not revising the paper of the person who is 
revising yours). Spend a few minutes asking the writer to give you background information 
about the message: purpose, audience, and so on. Then, follow the three-step revision 
process described in exercise 16.

Return the paper to the writer. Then, using the revisions of your paper as a guide only 
(after all, you are the author), prepare a final version of the message. Submit both the 
marked-up version and the final version of your paper to your instructor.

19. Revise an email gone wrong.
When you read this email, you’ll know it was sent in anger. (This is adapted from a real email 
stemming from a similar situation.) Use the process described in exercise 16 to revise this email.

LO4 Revise for content, 
style, and correctness.

Delete Junk Reply Reply All Forward Print To Do

Email

From:  IT Department
To:  All Employees

Subject: Big Problem with Email

Hi Everyone,

You all obviously have no respect for our email system. Your inboxes are
much too big, and we are often having to recover lost information. I have
better things to do! Also, big inboxes slow down the server.

Starting tomorrow, we will check all inboxes. If you have more than 250
messages, then your inbox will be temporarily removed, and you’ll have to
follow instructions in order to get it back. 

This is easy to avoid! Just take a few precious minutes out of each day,
and move emails to folders where they belong ... or delete them.

Jack

P.S. Congratulations, Corey Shields, you have the biggest inbox with 6,921
messages.
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20. Revise another email gone wrong.
Another angry writer sent the email below to employees of a news agency. (This is adapted 
from a real message—and the original was much longer.) Use the same process as in 
exercise 16 to revise this email.

First, discuss the issues in class. What went wrong? how would the audience likely have 
reacted to this message? What was the intended communication objective? Did it likely 
achieve that objective?

Next, revise the message. The purpose is legitimate: to improve how people file expense 
reports. But the approach and tone could be much improved.

Finally, compare your version with two others drafted by your classmates. how do they 
differ? What are the best parts of each version?

Delete Junk Reply Reply All Forward Print To Do

Email

From:  Zach Frazier
To:  All SF Employees

Subject: Expense Reports

I’m looking at your recent expense reports, and it’s making me crazy. I’m
�nding expensive cab rides and meals, late reports, and other annoyances
that need to be �xed. Why take a cab for $25 when you can take a shuttle
instead for less than half that?

I don’t have time to send emails individually, so here’s the line-up of problems.

Sam: Why take a $30 taxi to the hotel when there’s a subway? $59 to the
airport is too much when the subway costs $5.

Peter: $72 for lunch is too high. Three people? Still too high. Two people?
Obscenely high ... What’s the $116 for Toffer? You’re wasting money on
these people.

Jon: Read the policy. Max for cell phone is $50, not $67.

Melissa: What of�ce are you in? You can’t tell from the blank space on your
report. ... We DON’T SEND thank-you cards. What a waste. Also, the report
needs your manager’s approval ... and the report should be stapled in the
upper corner, not at the bottom.

Martha: Tip is too high. NEVER EVER pay over 15%.

Nellie: Calendar charge? NOT IN THE POLICY!
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21. Proofread a letter.
Proofread the following lines of a letter, using the line numbers to indicate the position of 
each error. Proofread for content, typographical errors, and format. For each error, indicate 
by a “yes” or “no” whether the error would have been identified by a computer’s spelling 
checker. how many errors can you find?

1. April 31 2017

2. Mr. Thomas Johnson, Manger

3. JoAnn @ Friends, Inc.

4. 1323 Charleston Avenue

5. Minneapolis, MI 55402

6. Dear Mr. Thomas:

7. As a writing consultant, I have often asked auld-

8. iences to locate all the errors in this letter.

9. I am always surprised if the find all the errors.

10. The result being that we all need more practical

11. Advise in how to proof read.

12. To avoid these types of error, you must ensure that

13. That you review your documents carefully. I have

14. Prepared the enclosed exercises for each of you

15. To in your efforts at JoAnne & Friend’s, Inc.

16. Would you be willing to try this out on you own

17. Workers and let me know the results.

18. Sincerely Yours

19. Mr. Michael Land,

20. Writing Consultant

22. Proofread a job posting.
Review this passage, and see how many errors you can find. Look for spelling, formatting, 
and punctuation errors.

LO5 Proofread your 
message.
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Finance Management Trainee

Program Overview
Bank on Me; a financial services company based in NYC; is now recruit a select number
of candidates for its finance management training program. This is a comprehensive two
year financial training program to provide you with experience in the magor �nancial
areas of the bank.

In addition to ongoing classroom training, the trainees complete projects in one or
more of the following area:

Analyzing and reporting on internal operations
Forecasting financial trends
Developing models and performing �nancial analyze of investments
Supporting the corporations internal planning and management accounting functions
Prepare external reports for shareholders and regulatory authorities
Providing guidance on acounting policy issues and/or taxation issues

Position Qualification

About Bank on Me

Contact Information
Please send your cover letter and resume to the following:
Marley Catona
Recruting Officer
Bank on Me
555 New York Ave.
New York, NY 10022

● Associates or bachelors degre
● Financial course work
● At least on summer of �nance related experience
● Minimum 3.5 GPA
● Demonstrated leadership experience
● Spanish language, a plus
● Microsoft Excel pro�ciency
● Strong comumnication skills
● Excellent attention detail

Founded in 1964, Bank on Me offer consumer and commercial banking services at 630
branches throughout the North east U.S. We offer personal and busines checking
accounts, loans, credit cards, and other �nancial products. We also provide home loans
and assistance to commercial property owners and investors. At Bank on Me we prid
ourselves on superior customer service and have won several service awards that demon-
strate this commitment.
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132 Part 2 Developing Your Business Writing Skills

cOmPAnY ScenAriO
Writeaway hotels
Imagine that you are Pat Gibson, the catering director for Writeaway hotels. If 

you had just 30 minutes between meetings to respond to an inbox full of email, 

how would you start? The Writeaway hotels simulation allows you to practice the 

following skills:
 ● reading and prioritizing email
 ● making decisions about whether and how to respond to email
 ● Writing messages under pressure
 ● evaluating the effectiveness of email you receive

Your instructor may assign a role for you to play from the Writeaway hotels group.

To practice drafting email messages, you can start by responding to these. If you 

were Pat Gibson and received these messages, how would you respond? The first 

is from an upset client; the second is from your general manager.

Missed Conference Call Inbox | X

Diana to me

Pat,

Why weren’t you on the conference call this morning with Bill? We just talked about this yesterday, so I’m sure you knew about it.
I was embarrassed that you weren’t on.

This brings up a bigger issue. I’m glad business is going so well for you and that you have a lot of new clients. But I’m starting to feel
like I’m getting less attention now, and I want to make sure that we can maintain the good working relationship we’ve had in the past.

Diana

show details 8:51 AM (0 minutes ago) Reply

Checking In Inbox | X

Janet to me

Hello Pat,

I’m just checking in because I noticed that today is your one-year anniversary with us! How’s it going??

Janet

show details 8:58 AM (0 minutes ago) Reply

courteSy of eD marion, eDmarion.com
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Improving Your  
Writing Style 

“ It’s not just that the bank uses jargon but that it talks about 

branch counts in key areas as being representative of optimism 

and growth.” 1

—Julia La Roche, Business Insider

Learning OBjec tive S

after you have finished this chapter, you should be able to

LO1 Choose the right words for your message.

LO2 Write effective sentences.

LO3 Develop logical paragraphs.

LO4 Convey an appropriate tone.

C h a p t e r

5
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chapter intrODuctiOn

citigroup Blunders a press release
to announce 11,000 employee layoffs, Citi issued a press release titled, “Citigroup 

announces repositioning actions to Further reduce expenses and Improve 

efficiency.”2 Critics called the company’s release “classically 

bad” and “lacking any trace of humanity.”3

Layoffs usually are good news for Wall Street, but the 

real damage is to employees, not mentioned until late in 

the release and suspiciously absent from the statement 

introduction. although Citi clearly wants to present the 

news positively, too much spin disregards the effect on so 

many people.

the company also used the word “repositioning” an 

astonishing 17 times in the 1070-word press release, starting 

in the introductory paragraph:

Citigroup today announced a series of repositioning actions that will further 

reduce expenses and improve efficiency across the company while main-

taining Citi’s unique capabilities to serve clients, especially in the emerging 

markets. these actions will result in increased business efficiency, stream-

lined operations, and an optimized consumer footprint across geographies.

the text doesn’t exactly roll off the tongue. a revision with simpler language that 

focused on all of the bank’s audiences—including employees—may have been better 

received.
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5-1 What Do We Mean by Style?
When you think of “style,” what comes to mind? Someone with fashionable clothes? a sports 
car? a good haircut? at W hotels, housekeepers are called “room stylists.” they clean and 
rearrange items to make the room visually appealing to guests. When you “style” your business 
writing, you’re working towards a clear, professional message for your audience.    

When we talk about writing style, we mean how an idea is expressed. Style is everything but 
the content (or the message substance) and mechanics. Mechanics are elements in 
communication that show up only in writing, for example, spelling, punctuation, abbreviations, 
capitalization, number expression, and word division. In this chapter, you’ll learn to create an 
effective style by choosing the best words and then arranging them into sentences, paragraphs, 
and complete messages.

In what ways does the thank-you email in Figure 1, which is based on a real email, lack style? 
It’s grammatically correct and easy to read, but what’s the problem? apply the principles of 
style shown in Figure 2 as you revise your business messages.

Do you have a particular 
writing style? If so, how 
would you describe it, and 
what does it say about you?

See the Reference Manual 
for a review of Language 
Arts Basics (LAB) modules.

Figure 1 thank-You email Lacking Style

Figure 2 principles of Style

Words ToneSentences Paragraphs

● Write con�dently.
● Use a courteous
 and sincere
 tone.
● Use appropriate
 emphasis and 
 subordination.
● Use positive
 language.
● Stress the “you”
 attitude.

● Write clearly.
● Write concisely.

● Use a variety of
 sentence types.
● Use active and
 passive voice
 appropriately.
● Use parallel
 structure.

● Keep paragraphs
 uni�ed and
 coherent.
● Control
 paragraph
 length.
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5-2 Choosing the Right Words
as the building blocks for writing, words can make or break your message. Clear, concise writing 
is essential for business communication.

5-2a Write Clearly
the most basic guideline for writing is to write clearly—to write messages the reader can 
understand and act on. You can achieve clarity by following these guidelines:

 ● Be accurate and complete.
 ● Use familiar words.
 ● Use specific, concrete language.
 ● avoid dangling expressions.
 ● avoid clichés, slang, and unnecessary jargon.

Be Accurate and Complete
Your credibility as a writer depends on the accuracy of your message. If a writer is careless, 
doesn’t prepare, or intentionally misleads the reader, the damage is immediate and long lasting. 
the headlines in Figure 3 use correct grammar, but are they accurate?4

LO1 Choose the right 
words for your message. 

headlines Gone Wrong Figure 3

Iraqi Head Seeks Arms

Police Begin Campaign to Run Down Jaywalkers

Red Tape Holds Up New Bridges

Farmer Bill Dies in House

Teacher Strikes Idle Kids

New Study of Obesity Looks for Larger Test Group

Kids Make Nutritious Snacks

Typhoon Rips Through Cemetery; Hundreds Dead

the accuracy of a message depends on what is said, how it is said, and what is left unsaid. 
Competent writers assess the ethical dimensions of their writing and use integrity, fairness, and 
good judgment to make sure their communication is ethical. When the oil spill disaster in the 
Gulf of Mexico became public, tony hayward, former CeO of British petroleum, said, “the Gulf 
of Mexico is a very big ocean. the amount of volume of oil and dispersant we are putting into it 
is tiny in relation to the total water volume.”5 hayward was highly criticized for this comment. 
Can you understand why?

Closely related to accuracy is completeness. a message that lacks important information 
may create inaccurate impressions. a message is complete when it contains all the information 
the reader needs—no more and no less—to react appropriately.

Use Familiar Words
to make your message easy to understand, use words familiar to you and your readers. a 
princeton University study, “Consequences of erudite Vernacular Utilized Irrespective of 
Necessity: problems with Using Long Words Needlessly,” found that undergraduates use more 
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complex words in papers to sound more intelligent. however, according to the researcher, this 
strategy achieves the opposite effect:

It turns out that somewhere between two-thirds and three-quarters of 
people . . . admit to deliberately replacing short words with longer words 
in their writing in an attempt to sound smarter. . . . the problem is that 
this strategy backfires—such writing is reliably judged to come from less 
intelligent authors.6

Short and simple words are more likely to be understood, less likely to be misused, and less 
likely to distract the reader. Literary authors often write to impress; they select words to amuse, 
excite, or anger. Business writers, on the other hand, write to express; they want to achieve 
comprehension. they want their readers to focus on their information, not on how they convey 
their information.  

the “before” example in Figure 4 uses unnecessarily long words, and the “after” version 
shows simplified words. You may still use long words, but use them in moderation. and when a 
shorter word works just as well, choose that one for business writing.

Do you sometimes write 
to impress? Think about 
a time when you inflated 
your word choice, and the 
audience misunderstood 
or otherwise had a 
negative reaction to your 
message.

Figure 4 Before and after track Changes

Before Track Changes After Track Changes

After ascertaining that the
modi�cation of the plan was
too onerous, we enumerated the
substantial number of reasons to
terminate the accord. On Tuesday,
we’ll initiate deliberations to utilize
a more undemanding course of action
in the future.

After ascertaining learning that the
modi�cation of changing the plan
was too onerous dif�cult, we enumerated
listed the substantial number of many
reasons to terminate end the accord
contract. On Tuesday, we’ll initiate start
deliberations talking about to utilize a
more undemanding course of action an
easier process in for the future.

the “track Changes” feature in Microsoft Word or similar programs is particularly useful 
for team writing. Under “Change tracking Options,” you can select colors and other ways 
revisions are displayed in a document, for example, whether you show comments within the 
text or as “balloons” (Figure 5).

Use Specific, Concrete Language
In Chapter 1, we discussed the communication barriers caused by overabstraction and ambiguity. 
When possible, choose specific words (words that have a definite, unambiguous meaning) and 
concrete words (words that bring a picture to your reader’s mind).

� NOt the vehicle broke down several times recently.

� BUt the delivery van broke down three times last week.

In the first version, what does the reader imagine when he or she reads the word vehicle—a 
golf cart? automobile? Boat? Space shuttle? and how many times is several—two? three? 
Fifteen? What is recently? the revision tells precisely what happened.

Sometimes we don’t need such specific information. For example, in, “the president 
answered several questions from the audience,” the specific number of questions is probably 
not important. But in most business situations, you should watch out for words like several, 
recently, a number of, substantial, a few, and a lot of. You may need to be more exact.

Concrete words translate an idea for the reader. Compare these descriptions; how persuasive 
is each version?   
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Of course, the versions on the right are more specific and concrete. providing the number of 
calories gives parents more information about a meal they may—or may not!—order for their 
child. Claiming to save the planet isn’t credible, but when airbnb compared water savings and 
reduced emissions to swimming pools and cars, people paid attention. 

track Changes Options in Microsoft Word Figure 5
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Not BUt

Friendly’s Mac & Cheese Quesadilla 
meal for kids has a lot of calories.

Friendly’s Mac & Cheese Quesadilla 
meal for kids has 2,270 calories—the 
equivalent of 45.5 Glazed Munchkins from 
Dunkin’ Donuts.

Airbnb will save the planet! “In one year alone, Airbnb guests in 
North America saved the equivalent of 
270 Olympic-sized pools of water while 
avoiding the greenhouse gas emissions 
equivalent to 33,000 cars on North 
American roads.”7
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� NOt the vice president was bored by the presentation.

� BUt the vice president kept yawning and looking at her watch.

Bored is an abstract concept. “Yawning and looking at her watch” paints a more vivid picture.

Specific terms tell readers how to react. Watch out for terms like emotional meeting (anger or 
gratitude?), bright color (red or yellow?), new equipment (projector or computer?), and change in 
price (increase or decrease?).

Avoid Dangling Expressions
a dangling expression is any part of a sentence that doesn’t logically fit in with the rest of the 
sentence. Its relationship with the other parts of the sentence is unclear; it dangles. the two 
most common types of dangling expressions are misplaced modifiers and unclear antecedents.

Not BUt

After reading the proposal, a few 
problems occurred to me. (As 
written, the sentence implies that “a 
few problems” read the proposal.)

After reading the proposal, I noted a 
few problems. (Now, the subject of the 
sentence is clear: “I” is doing the action 
stated in the introductory clause.)

Dr. López gave a presentation on the 
use of drugs in our auditorium. (Are 
drugs being used in the auditorium?)

Dr. López gave a presentation in 
our auditorium on the use of drugs. 
(By moving “auditorium” closer to 
“presentation,” the writer clarifies what 
the word is modifying.)

Ming explained the proposal to  
Serena, but she was not happy 
with it. (Who is “she”? Who was not 
happy—Ming or Serena?)

Ming explained the proposal to Serena, 
but Serena was not happy with it. (By 
repeating “Serena,” the writer clarifies 
the pronoun’s antecedent.)

Avoid Clichés, Slang, and Unnecessary Jargon
people get tired of hearing the same expressions again and again. Forbes runs a “Jargon Madness” 
contest for people to vote on the “Most annoying Business Jargon,”8 and Mashable has published 
the “the 12 Most Overused Business Buzzwords,” including “hit the ground running,” “paradigm 
shift,” and “growth hacking,” which is, according to the author, “what lazy people call an expert 
marketer.”9 a consultant’s blog identifies common meeting jargon (Figure 6).10
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Figure 6 Meeting Jargon
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a cliché is an expression that has become trite through overuse. Because audiences have 
heard a cliché many times, using clichés may send the message that the writer is unoriginal—
and couldn’t be bothered to tailor the message to the audience.

� NOt  enclosed please find an application form that you should return at your earliest 
convenience.

� BUt please return the enclosed application form before May 15.

avoid these overused expressions in your writing:

According to our records Our records indicate that

Company policy requires For your information

Thank you for your attention to this matter Please be advised that

Do not hesitate to If you have any other questions

as discussed in Chapter 1, slang is an informal expression, often short-lived, that is identified 
with a specific group of people. If you understand each word in an expression but still don’t 
understand what it means in context, chances are you’re having trouble with a slang expression. 
Slang is particularly challenging for nonnative english speakers, who may think the writer of the 
following sentence is in a great deal of pain.

� NOt  It turns my stomach the way you can break your neck and beat your brains out 
around here, and they still stab you in the back.

� BUt  I am really upset that this company ignores hard work and loyalty when 
making promotion decisions.

Jargon is technical vocabulary used within a special group. every field has its own specialized 
words, and jargon offers a precise and efficient way of communicating with people in the same 
field. But problems arise when jargon is used to communicate with someone who doesn’t 
understand it. For example, does the Nra refer to the National rifle association or the National 
restaurant association?

Closely related to jargon are buzzwords, which are important-sounding expressions used 
mainly to impress other people. Because buzzwords are so often used by government officials 
and high-ranking business people—people whose comments are “newsworthy”—these 
expressions get much media attention. they become instant clichés and then go out of fashion 
just as quickly. Be careful of turning nouns and other types of words into tiresome verbs by 
adding –ize: operationalize, prioritize, commoditize, and maximize.

5-2b Write Concisely
to develop a concise writing style, purdue University’s “Online Writing Lab” (OWL; see https://
owl.english.purdue.edu/owl/) suggests we “interrogate every word” in a sentence. the example 
in Figure 7 is reduced from 67 to only six words.11 Is anything lost in translation? Not much. 
When you revise, avoid redundancy, wordy expressions, hidden verbs and nouns, and other 
“space eaters.”

Avoid Redundancy and Wordy Expressions
a redundancy is the repetition of an idea that has already been expressed or intimated.

� NOt Signing both copies of the lease is a necessary requirement.

� BUt  Signing both copies of the lease is necessary.

� NOt  Combine the ingredients together.

� BUt  Combine the ingredients.

Picture a person seeing 
“Thank you for your 
recent letter” in all  
15 letters he or she reads 
that day. How sincere and 
original does it sound?

Do you sometimes add 
“fluff” to your writing? If 
so, how can you challenge 
yourself to develop a more 
concise style?
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Don’t confuse redundancy and repetition. repetition—using the same word more than 
once—is occasionally effective for emphasis (as we’ll discuss later in this chapter). redundancies, 
however, serve no purpose and should always be avoided.

although wordy expressions are not necessarily writing errors (as redundancies are), they 
do slow the pace of the communication. Substitute one word for a phrase whenever possible.

Not BUt

ATM machine ATM

PIN number PIN

new innovation innovation

divide up divide

any and all any or all

11:00 a.m. in the morning 11:00 a.m.

free gift gift

� NOt  In view of the fact that the model failed twice during the time that we tested it, we 
are at this point in time searching for other options.

� BUt  Because the model failed twice when tested, we are searching for other 
options.

the original sentence contains 28 words; the revised sentence, 13. You’ve “saved” 15 words. 
In his book Revising Business Prose, richard Lanham speaks of the “lard factor”: the percentage 
of words saved by getting rid of the lard in a sentence. In this case, 54% of the original sentence 
was lard: 

28 13

/

15

15 28 54%

2 5

5

Lard fattens a sentence without providing any nutrition. Lanham suggests, “think of a lard 
factor (LF) of 1/3 to 1/2 as normal, and don’t stop revising until you’ve removed it.”12
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Figure 7 revision for Conciseness

(67 words)
Wordy: Many have made the wise observation that when a stone is in motion, 
rolling down a hill or incline, that that moving stone is not as likely to be 
covered all over with the kind of thick green moss that grows on stationary 
unmoving things and becomes a nuisance and suggests that those things 
haven’t moved in a long time and probably won’t move any time soon.

(6 words)
Concise: A rolling stone gathers no moss.
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Not BUt

are of the opinion that believe

in the event of if

due to the fact that because

pertaining to about

for the purpose of for or to

with regard to about

in order to to

Overusing prepositions also can cause wordiness. Consider these examples and their shorter 
equivalents:

Not BUt

The cover of the book The book cover

Department of Human Resources Human Resources Department

The tiles on the floor The floor tiles

Our benefits for employees Employee benefits

The battery in my smartphone My smartphone battery

In these examples, nouns (for example, book) are used as adjectives. this strategy also is 
useful to condense your writing:

Not BUt

This brochure, which is available free of charge This free brochure

The report with sales numbers for July The July sales report

Avoid Hidden Verbs and Hidden Subjects
a hidden verb is a verb that has been changed into a noun, which weakens the action. Verbs 
are action words and should convey the main action in the sentence. they provide interest and 
forward movement.  

� NOt  Carl made an announcement that he will give consideration to our request.

� BUt Carl announced that he will consider our request.

What is the real action? It is not that Carl made something or that he will give something. 
the real action is hiding in the nouns: Carl announced and will consider. these two verb forms, 
then, should be the main verbs in the sentence. Notice that the revised sentence is much more 
direct—and four words shorter (LF 5 33%). 
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here are more actions that should be conveyed by verbs instead of being hidden in nouns:

Not BUt

arrived at the conclusion concluded

has a requirement for requires

came to an agreement agreed

held a meeting met

gave a demonstration of demonstrated

made a payment paid

Like verbs, subjects play a prominent role in a sentence and should stand out, rather than 
be obscured by an expletive. an expletive (not to be confused with profanity) is an expression, 
such as there is or it is, that begins a clause or sentence and for which the pronoun has no 
antecedent. avoid expletives for clearer subjects and conciseness.

� NOt  there was no indication that it is necessary to include John in the meeting.

� BUt No one indicated that John should be included in the meeting.

Business writers sometimes use expletives to avoid a clear subject. Consider the variations 
in Figure 8, with particular attention to the changes in subjects and verbs.

To increase the number of candidates, it is recommended
that Alta use an online recruiting system.

“Alta”as
subject

To increase the number of candidates, I/we recommend
that Alta use an online recruiting system.

Using an online recruiting system will increase Alta’s 
number of candidates.

Phrase
as subject

“I/We”as
subject

Clunky 
expletive

“Candidates”
as subject

To increase the number of candidates, Alta should/can
use an online recruiting system.

More candidates will apply to Alta if we use an online
recruiting system.

Figure 8 Changing a Sentence to avoid an expletive

all of these variations are grammatically correct—but they emphasize different subjects. 
For example, the first variation, with no clear subject, might be used to distance the source 
from the advice, which may be appropriate in some situations. In the second variation, the 
source takes ownership for the advice. the third, fourth, and fifth variations all clarify the 
subject and avoid the expletive in the first sentence. Notice how each of these three variations 
emphasizes using the online recruiting system, alta, and candidates, respectively. You would 
choose the version that achieves your communication objective.
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5-3 Writing Effective Sentences
a sentence has a subject and predicate and expresses at least one complete thought. Beyond 
these attributes, however, sentences vary widely in style, length, and effect.

Sentences are also very flexible; you can move sentence parts around, add and delete 
information, and substitute words to express different ideas and emphasize different points. 
to build effective sentences, use a variety of sentence types, use active and passive voice 
appropriately, and use parallel structure.

5-3a Use a Variety of Sentence Types
the three sentence types—simple, compound, and complex—are all appropriate for business 
writing. Only simple sentences were used in the thank-you email in Figure 1 at the beginning of 
this chapter. rewriting the email using a variety of sentence types is one way to give the email 
more style (Figure 9).

LO2 Write effective 
sentences.

thank-You email with Style Figure 9

Simple Sentences
a simple sentence contains one independent clause (i.e., a clause that can stand alone as a 
complete thought). Because it presents a single idea and is usually short, a simple sentence is 
often used for emphasis. although a simple sentence contains only one independent clause, it 
may have a compound subject or compound verb (or both). all of the following sentences are 
simple:

 ● I quit.
 ● employees can enroll in the company’s 401(k) plan.
 ● Both part- and full-time employees can enroll in the company’s 401(k) plan and in an 

Individual retirement account.
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Compound Sentences
a compound sentence contains two or more independent clauses. Because each clause presents 
a complete idea, each idea receives equal emphasis. (If the two ideas are not closely related, 
they should be presented in two separate sentences.) here are three compound sentences:

 ● Stacey listened, and I nodded.
 ● Morris technologies made a major acquisition last year, but it turned out to be a 

mistake.
 ● Westmoreland Mines moved its headquarters to prescott in 1984; however, it stayed 

there only five years and then moved back to Globe.

Complex Sentences
a complex sentence contains one independent clause and at least one dependent clause. 
For example, in the first sentence below, “the scanner will save valuable input time” is an 
independent clause because it makes sense by itself. “although it cost $235” is a dependent 
clause because it does not make sense by itself. the dependent clause provides additional, but 
subordinate, information related to the independent clause.

 ● although it cost $235, the scanner will save valuable input time.
 ● George Bosley, who is the new CeO at hubbell, made the decision.
 ● I will move to austin when I start my new job.

Sentence Variety
Using a variety of sentence patterns and sentence lengths keeps your writing interesting. as 
we saw in Figure 1, and you’ll see in Figure 10, too many short sentences sound simplistic and 
choppy. But too many long sentences can be boring and difficult to read.

5-3b Use Active and Passive Voice Appropriately
Voice is the aspect of a verb that shows whether the subject of the sentence acts or is acted on. 
In the active voice, the subject performs the action expressed by the verb. In the passive voice, 
the subject receives the action expressed by the verb.

Active Old Navy offers a full refund on all orders.

Passive a full refund on all orders is offered by Old Navy.

Active Shoemacher & Doerr audited the books last quarter.

Passive the books were audited last quarter by Shoemacher & Doerr.

passive sentences add some form of the verb to be to the main verb, so passive sentences 
are always somewhat longer than active sentences. In the first set of sentences, for example, 
compare offers in the active sentence with is offered by in the passive sentence.

In active sentences, the subject is the doer of the action; in passive sentences, the subject 
is the receiver of the action. Because the subject gets more emphasis than other nouns in a 
sentence, active sentences emphasize the doer, while passive sentences emphasize the receiver. 
In the second set of sentences, both versions are correct, depending on whether the writer 
wanted to emphasize Shoemacher & Doerr or the books.

Use active sentences most of the time in business writing, just as you naturally use active 
sentences in most of your conversations. Note that verb voice (active or passive) has nothing 
to do with verb tense, which shows the time of the action. as the following sentences show, the 
action in both active and passive sentences can occur in the past, present, or future.

Sometimes people use 
passive voice to avoid 
taking responsibility. In 
what situations might 
this be appropriate—and 
inappropriate?
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passive sentences are most appropriate when you want to emphasize the receiver of the 
action, when the person doing the action is either unknown or unimportant, or when you want 
to be tactful in conveying negative information. all the following sentences are appropriately 
stated in the passive voice:

 ● protective legislation was blamed for the drop in imports. (Emphasizes the receiver of 
the action)

 ● transportation to the construction site will be provided. (Downplays the unimportant 
doer of the action)

 ● Several complaints have been received regarding the new policy. (Conveys negative news 
tactfully)

Sentence Variety for Greater Interest and easier reading Figure 10

(Average
sentence
length =

50 words)

(Average
sentence
length =

20 words)

Golden Nugget will not purchase the 60-year-old Claridge Hotel, even though the
$110 million asking price was not considered too high. The company had wanted
some commitments from New Jersey regulators, which the regulators were unwilling
to provide. However, some observers blame the cancellation on the weak Atlantic
City economy. Golden Nugget lost money on its 2000 purchase of the Stake House
in Las Vegas, and it does not want to repeat its mistake in Atlantic City.

(Average
sentence
length =
8 words)

Golden Nugget will not purchase the Claridge Hotel. The hotel is 60 years old. The
asking price was $110 million. It was not considered too high. Golden Nugget had
wanted some commitments from New Jersey regulators. The regulators were
unwilling to provide such commitments. Some observers believe the refusal was
not the real reason for the decision. They blame the weak Atlantic City economy
for the cancellation. Golden Nugget purchased the Stake House in Las Vegas in
2000. It lost money on that purchase. It does not want to repeat its mistake in
Atlantic City.

Golden Nugget will not purchase the Claridge Hotel, which is 60 years old, for an
asking price of $110 million, which was not considered too high, because the 
company had wanted some commitments from New Jersey regulators, and the 
regulators were unwilling to provide such commitments. Some observers believe
the refusal was not the real reason for the decision but rather that the weak Atlantic
City economy was responsible for the cancellation; and since Golden Nugget pur-
chased the Stake House in Las Vegas in 2000 and lost money on that purchase, it
does not want to repeat its mistake in Atlantic City.

Too Choppy:

Too Dif�cult:

More Variety:

The sentences in these paragraphs should be revised to show relationships between ideas 
more clearly, to keep readers interested, and to improve readability. Use simple sentences for
emphasis and variety, compound sentences for coordinate (equal) relationships, and complex

sentences for subordinate relationships.

The �rst two sentences in the revision are complex, the third is simple, and the last sentence is 
compound. The lengths of the four sentences range from 12 to 27 words. To write effective 
sentences, use different sentence patterns and lengths. Most sentences in good business 

writing range from 16 to 22 words.

� NOt  a very logical argument was presented by hal. (Passive voice, past tense)

� BUt hal presented a very logical argument. (Active voice, past tense)

� NOt  an 18% increase will be reported by the eastern region. (Passive voice, future tense)

� BUt  the eastern region will report an 18% increase. (Active voice, future tense)
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5-3c Use Parallel Structure
the term parallelism means using similar grammatical structure for similar ideas—that is, 
matching adjectives with adjectives, nouns with nouns, infinitives with infinitives, and so on. 
Widely quoted writing often uses parallelism—for example, Julius Caesar’s “I came, I saw, 
I conquered” and abraham Lincoln’s “government of the people, by the people, and for the 
people.” parallel structure links ideas and adds a pleasing rhythm to sentences and paragraphs, 
which enhances coherence.

� NOt  the new dispatcher is competent and a fast worker.

� BUt the new dispatcher is competent and fast.

� NOt  the new grade of paper is lightweight, nonporous, and it is inexpensive.

� BUt the new grade of paper is lightweight, nonporous, and inexpensive.

� NOt  the training program will cover vacation and sick leaves, how to resolve grievances, 
and managing your workstation.

� BUt  the training program will cover vacation and sick leaves, grievance 
resolution, and workstation management.

� NOt  One management consultant recommended either selling the children’s furniture 
division or its conversion into a children’s toy division.

� BUt  One management consultant recommended either selling the children’s 
furniture division or converting it into a children’s toy division.

� NOt  Gwen is not only proficient in Microsoft Word but also in excel.

� BUt Gwen is proficient not only in Microsoft Word but also in excel.

In the last two sets of sentences, note that correlative conjunctions (such as both/and, either/
or, and not only/but also) must be followed by words in parallel form.

also use parallel structure in report headings and presentation slide titles that have equal 
weight and in numbered and bulleted lists (Figure 11).

Agenda: Planning for Independent Research

What is independent research?

Reasons we should use independent
research for this project

Starting the process

Agenda: Planning for Independent Research

What is independent research?

Why is independent research 
appropriate for this project?

How should we begin the research 
process?

What is the process for conducting 
independent research?

Pick a topic
Faculty sponsor
Setting up a timeline
Resources
Figure out a method
Data study
You should deliver results

What is the process for conducting 
independent research?

D.I.S.C.U.S.S.
Discover topic
Identify faculty sponsor
Set up timeline
Consult resources
Use methods
Study data
Shape deliverables

Before After

Figure 11 revising for parallel phrasing
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5-4 Developing Logical Paragraphs
a paragraph is a group of related sentences that focus on one main idea. the main idea is often 
identified in the first sentence of the paragraph—the topic sentence. the body of the paragraph 
supports this main idea by giving more information, analysis, or examples. a paragraph is 
typically part of a longer message, although one paragraph may be an entire email.

paragraphs organize a topic into manageable units of information for the reader. readers 
need a cue to tell them when they have finished a topic so they can pause and refocus their 
attention on the next topic. effective paragraphs are unified, coherent, and an appropriate 
length.

5-4a Keep Paragraphs Unified and Coherent
although closely related, unity and coherence are not the same. a paragraph has unity when all 
of its parts work together to develop a single idea consistently and logically. a paragraph has 
coherence when each sentence links smoothly to the sentences before and after it.

Unity
a unified paragraph gives information that is directly related to the topic, presents this 
information in a logical order, and omits irrelevant details. the following excerpt is a middle 
paragraph in a memo arguing against the proposal that Collins, a baby-food manufacturer, 
should expand into producing food for adults:

� NOt  [1] We cannot focus our attention on both ends of the age spectrum. [2] In a 
recent survey, two-thirds of the under-35 age group named Collins as the first 
company that came to mind for the category “baby-food products.” [3] For 
more than 50  years, we have spent millions of dollars annually to identify our 
company as the baby-food company, and market research shows that we have 
been successful. [4] Last year, we introduced peas ‘n’ pears, our most successful 
baby-food introduction ever. [5] to now seek to position ourselves as a producer 
of food for adults would simply be incongruous. [6] Our well-defined image in the 
marketplace would make producing food for adults risky.

Before reading further, rearrange these sentences to make the sequence of ideas more 
logical. as written, the paragraph lacks unity. You may decide that the overall topic of the 
paragraph is Collins’ well-defined image as a baby-food producer. So Sentence 6 would be the 
best topic sentence. You might also decide that Sentence 4 brings in extra information that 
weakens paragraph unity and should be left out. the most unified paragraph, then, would be 
Sentences 6, 3, 2, 5, and 1, as shown here:

� BUt  Our well-defined image in the marketplace would make producing 
food for adults risky. For more than 50 years, we have spent millions 
of dollars annually to identify our company as the baby-food company, 
and market research shows that we have been successful. In a recent 
survey, two-thirds of the under-35 age group named Collins as the first 
company that came to mind for the category “baby-food products.” to 
now seek to position ourselves as a producer of food for adults would 
simply be incongruous. We cannot focus our attention on both ends of 
the age spectrum.

a topic sentence is especially helpful in a long paragraph, for the reader as well as the writer. 
placed at the beginning of the paragraph, the topic sentence tells the reader the main point 
of the paragraph and encourages the writer to stay focused on one topic to ensure paragraph 
unity.

LO3 Develop logical 
paragraphs.
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Coherence
a coherent paragraph weaves sentences together so that the discussion is integrated. the reader 
never needs to pause to puzzle out the relationships or reread to get the intended meaning. to 
achieve coherence, use transitional words, use pronouns, and repeat key words and ideas.

transitional words help the reader see relationships between sentences. Such words may be 
as simple as first and other indicators of sequence.

ten years ago, Collins tried to overcome market resistance to its new line of 
baby clothes. First, it mounted a multimillion-dollar ad campaign featuring the 
Mason quintuplets. Next, it sponsored a Collins Baby look-alike contest. Then, it 
sponsored two network specials featuring Dr. Benjamin Spock. Finally, it brought 
in the Madison avenue firm of Morgan & Modine to broaden its image.

the words first, next, then, and finally clearly signal step-by-step movement. Now note the 
use of transitional words in the following paragraph:

I recognize, however, that Collins cannot thrive on baby food alone. To begin with, 
since we already control 73% of the market, further gains will be difficult. Also, 
the current baby boom is slowing. Therefore, we must expand our product line.

these transitional words act as road signs, indicating where the message is headed and letting 
the reader know what to expect. Figure 12 shows commonly used transitional expressions for 
the relationships they express.

RelatioNship tRaNsitioNal expRessioNs

addition also, besides, furthermore, in addition, too

cause and effect as a result, because, consequently, therefore

comparison in the same way, likewise, similarly

contrast although, but, however, nevertheless, on the other hand, still

illustration for example, for instance, in other words, to illustrate

sequence first, second, third, then, next, finally

summary/conclusion at last, finally, in conclusion, therefore, to summarize

time meanwhile, next, since, soon, then

Figure 12 Common transitional expressions

a second way to achieve coherence is to use pronouns. Because pronouns stand for words al-
ready named, using pronouns binds sentences and ideas together. the pronouns are italicized here:

If Collins branches out with additional food products, one possibility would be a 
fruit snack for youngsters. Funny Fruits were tested in Columbus last summer, and 
they were a big hit. roger Johnson, national marketing manager, says he hopes to 
build new food categories into a $200 million business. He is also exploring the 
possibility of acquiring other established name brands. These acquired brands 
would let Collins expand faster than if it had to develop a new product of its own.

a third way to achieve coherence is to repeat key words. In a misguided attempt to appear 
interesting, writers sometimes use different terms for the same idea. For example, in discussing 
a proposed merger, a writer may at different points use merger, combination, union, association, and 
acquisition. Or a writer may use the words administrator, manager, supervisor, and executive all to refer 
to the same person. Such “elegant variation” only confuses the reader, who has no way of knowing 
whether the writer is referring to the same concept or to slightly different variations of that concept.
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avoid needless repetition, but use purposeful repetition to link ideas and thus promote 
paragraph coherence. here is a good example:

Collins has taken several steps recently to enhance profits and project a stronger 
leadership position. One of these steps is streamlining operations. Collins’ line of 
children’s clothes was unprofitable, so it discontinued the line. Its four produce 
farms were also unprofitable, so it hired an outside professional team to manage 
them. this team eventually recommended selling the farms.

ensure paragraph unity by developing only one topic per paragraph and by presenting 
the information in logical order. ensure paragraph coherence by using transitional words and 
pronouns and by repeating key words.

5-4b Control Paragraph Length
how long should a paragraph of business writing be? Long blocks of unbroken text look boring and 
may unintentionally obscure an important idea buried in the middle. On the other hand, a series of 
extremely short paragraphs can weaken coherence by obscuring underlying relationships. Compare 
the messages in Figure 13. Which is more inviting to read? Information is easier to digest when 
broken into small chunks with paragraph breaks, headings, bullets, and in this example, sub-bullets.

there are no fixed rules for paragraph length, and occasionally one- or ten-sentence 
paragraphs might be effective. however, most paragraphs of good business writers fall into the 
60- to 80-word range—long enough for a topic sentence and three or four supporting sentences.

a paragraph is both a logical unit and a visual unit: logical because it discusses only one 
topic, and visual because the end signals readers to pause and digest the information. although 
a single paragraph should never discuss more than one major topic, complex topics may need to 

See the Reference Manual 
for a full version of the 
memo in Figure 13.

Our goal is to transition the organization as 
smoothly as possible. Over the next 90 days, 
we will implement the transition plan. By 
October 15, we will transfer sales represen-
tatives to new divisions. Each sales repre-
sentative will be moved from our current  
regional teams to a new team: consumer, 
small business, or corporate. Managers will 
work closely with representatives to deter-
mine strengths, experience, and preferences. 
By October 31, we will identify account type. 
All sales representatives will categorize  
current accounts for the new divisions:  
consumer, small business, and corporate.  
By November 30, we will transition accounts 
to new teams. Where accounts are changing 
sales representatives, we will follow this  
process. For small business accounts, 
the former and new sales representative 
will send an email to the account contact, 
followed by a phone call and visit (if possible) 
by the new sales representative. For 
corporate accounts, the former sales rep-
resentative will send an email and schedule 
a conference call or visit by the account 
contact and new sales representative.

Our goal is to transition the organization as smoothly as 
possible. Over the next 90 days, we will implement the 
transition plan:

 ● Transfer sales representatives to new divisions  
(by October 15) 
Each sales representative will be moved from our 
current regional teams to a new team: consumer, small 
business, or corporate. Managers will work closely with 
representatives to determine strengths, experience, and 
preferences.

 ● Identify account type (by October 31) 
All sales representatives will categorize current accounts 
for the new divisions: consumer, small business, and 
corporate.

 ● Transition accounts to new teams (by November 30) 
Where accounts are changing sales representatives, we 
will follow this process:
 –  For small business accounts, the former and new 

sales representative will send an email to the account 
contact, followed by a phone call and visit (if possible) 
by the new sales representative.

 –  For corporate accounts, the former sales representative 
will send an email and schedule a conference call or visit 
by the account contact and new sales representative.

Comparing paragraph Length: Which Is More Inviting to read? Figure 13
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be divided into several paragraphs. Your purpose and the needs of your reader should ultimately 
determine paragraph length.

5-5 Creating an Appropriate Tone
tone in writing refers to the writer’s attitude toward both the reader and the subject of the 
message. the overall tone of your written message affects your reader, just as your tone of voice 
affects your listener during a conversation.

Jack Daniel’s “cease-and-desist letter” 
in Figure 14 is a good example of focus-
ing on the audience. Unlike most legal 
requests, this letter uses guidelines to 
achieve an appropriate tone in business 
writing:

● Write confidently.
●  Use a courteous and sincere tone.
●  Use appropriate emphasis and 

subordination.
● Use positive language.
● Stress the “you” attitude.

Compare the Jack Daniel’s letter 
to language used in a U.S. Olympic 
Committee letter to a group of knitters 
who staged a “ravelympics”:

We believe using the name ‘‘ravelympics’’ for a competition that involves an 
afghan marathon, scarf hockey, and sweater triathlon, among others, tends to 
denigrate the true nature of the Olympic Games. In a sense, it is disrespectful 
to our country’s finest athletes and fails to recognize or appreciate their hard 
work.13

Knitters were outraged, and a spokesperson for the Olympic Committee admitted that the 
letter “was definitely too strident in its tone.”14

5-5a Write Confidently
to achieve your communication objective, your message should convey a professional, confident 
attitude. the more confident you are about your writing, the more likely your audience will 
understand your explanation, accept your decision, or complete your request.

avoid using language that makes you sound unsure of yourself. Be especially wary of 
beginning sentences with “I hope,” “If you agree,” “I think,” and other self-conscious terms.

� NOt  If you’d like to take advantage of this offer, call our toll-free number.

� BUt to take advantage of this offer, call our toll-free number.

� NOt  I hope that you will agree that my qualifications match your job needs.

� BUt  My qualifications match your job needs in the following respects.

In some situations, the best strategy is simply to omit information. Why focus on your lack of 
work experience in a cover letter or imply that your product may need to be returned?

� NOt  Let us know if you experience any other problems.

� BUt  Your Skullcandy headphones should now provide you with several years 
of clear audio enjoyment.

LO4 Convey an 
appropriate tone.

Do you tend to sound 
overconfident or unsure of 
yourself? What challenges 
do you face in striking the 
right tone?

The book cover (right) looks very similar to the Jack Daniel’s bottle label.
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a word of caution: Do not appear overconfident; avoid sounding presumptuous or arrogant. 
Be especially wary of using such strong phrases as “I know that” and “I am sure you will agree 
that.”

� NOt  I’m sure that you’ll agree our offer is reasonable.

� BUt  this solution should give you the data you need while still protecting 
the privacy of our clients.

Competent communicators are confident communicators. they write with conviction, yet 
avoid appearing pushy or presumptuous.

5-5b Use a Courteous and Sincere Tone
a tone of courtesy and sincerity builds goodwill for you and your organization and increases 
the likelihood that your message will achieve its objective. For example, lecturing the reader 
or filling a letter with platitudes (trite, obvious statements) implies a condescending attitude. 
also, readers are likely to find offensive such expressions as “you failed to,” “we find it difficult 
to believe that,” “you surely don’t expect,” or “your complaint.”
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Starts with a 
friendly introduction 

and background 
information about 

the trademark.

Uses objective  
language to 
describe the 

concern.

Uses courteous 
language and a 
positive tone.

Builds understand-
ing by relating to 
the author’s own 

situation.

Continues using positive 
language, yet confidently 

requests a response.

Offers reasonable  
alternatives.

Cease-and-Desist Letter Using appropriate tone Figure 14

To clarify the modifier 
in the third paragraph in 
Figure 8, rewrite, “As a fan 
of the brand, you . . .”
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� NOt  Companies like ours cannot survive unless our customers pay their bills on time.

� BUt  By paying your bill before May 30, you will maintain your excellent 
credit history with our firm.

� NOt  You sent your complaint to the wrong department. We don’t handle shipping 
problems.

� BUt  We have forwarded your letter to the shipping department. You should 
be hearing from them within the week.

Your reader is sophisticated enough to know when you’re being sincere. to achieve a sincere 
tone, avoid exaggeration (especially using too many modifiers or too strong modifiers), obvious 
flattery, and expressions of surprise or disbelief.

� NOt  Your satisfaction means more to us than making a profit, and we will work night 
and day to see that we earn it.

� BUt  We value your goodwill and have taken these specific steps to ensure 
your satisfaction.

� NOt  I’m surprised you would question your raise, considering your overall performance 
last year.

� BUt  Your raise was based on an objective evaluation of your performance 
last year.

the best way to achieve an appropriate tone is to genuinely think well of your reader.

5-5c Use Appropriate Emphasis and Subordination
Let’s say you work for a large mutual fund company and have been asked to recommend an 
iphone case for 150 employees. You were given two popular cases to compare: Lifeproof and 
Bandbox. through your research, you find that, although Lifeproof is waterproof and comes in 
more colors, these features aren’t important to your staff. You decide to recommend Bandbox 
because it’s less expensive. 

Feature lifeproof Bandbox 

Waterproof? Yes No

Price $80 $65

Color Selection 10 3

as you plan an email to your manager, consider ways to show the relative importance of each 
feature. to emphasize an idea, use the strategies in Figure 15. to subordinate an idea, simply use 
the opposite strategy.

Use emphasis and subordination to show your reader how important you consider each idea. 
Your goal is not to mislead the reader. If you believe that the Bandbox is the slightly better 
choice, avoid intentionally misleading your reader into concluding that it is clearly the better 
choice. achieve your communication objectives using fair tactics and sound business judgment.

5-5d Use Positive Language
You are more likely to achieve your objectives with positive instead of negative words. positive 
language builds goodwill and usually provides more information to your reader. Note the 
differences in tone and detail in the following sentences:

� NOt  the briefcase is not made of cheap imitation leather.

� BUt the briefcase is made of 100% belt leather for years of durable service.
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Ways to emphasize Ideas Figure 15

Put the idea in a short, simple sentence. However, if you need a complex sentence to convey all of the  
information, put the more important idea in the independent clause. (The ideas communicated in each  
independent clause of a compound sentence receive equal emphasis.)

 Simple Bandbox is the best case for our use.
  Complex Although LifeProof is waterproof, it will be less expensive for us to replace phones in the  
few “flushing” incidents. (The independent clause emphasizes that water protection is not a crucial 
consideration.)

Place the major idea first or last. The first paragraph of a message receives the most emphasis, the last 
paragraph receives less emphasis, and the middle paragraphs receive the least emphasis. Similarly, the  
middle sentences within a paragraph receive less emphasis than the first sentence in a paragraph.

The cost difference is significant. LifeProof costs $100 per case. But Bandbox offers discounts for large 
orders and will cost us $65 per case, or 35% less.  

Make the noun you want to emphasize the subject of the sentence. In other words, use active voice to 
emphasize the doer of the action and passive voice to emphasize the receiver.

  Active Bandbox costs 35% less than LifeProof. (Emphasizes Bandbox rather than LifeProof)
  Passive The costs of the two cases were compared first. (Emphasizes the costs rather than the two cases)

Devote more space to the idea.

Cost is the most important consideration. At 35% less, Bandbox will cost us $9,750 instead of $15,000  
for a $5,250 savings. Given our current budget constraints, this savings is significant. 

Use language that directly implies importance, such as most important, major, or primary. Use terms  
such as least important or a minor point to subordinate an idea.

The most important factor for us is cost. Color selection is a minor concern.

Use repetition (within reason).

Bandbox will save money—money that could be used to upgrade our service plans.

Use bullets, italics, colors, indenting, or other design elements to emphasize key ideas.

But the most important criterion is cost, and Bandbox costs 35% less than LifeProof.

� NOt  I do not yet have any work experience.

� BUt  My two terms as secretary of the Management Club taught me the 
importance of accurate recordkeeping and gave me experience in 
working as part of a team.

expressions like cannot and will not are not the only ones that convey negative messages. 
Stress what is true and what can be done rather than what is not true and cannot be done. 
Other words, like mistake, damage, failure, refuse, and deny, also carry negative connotations and 
should be avoided when possible.

� NOt We can’t replace the blender because the warranty has expired.

� BUt although the warranty expired, we can offer you a replacement blender.

� NOt  Failure to follow the directions may cause the blender to malfunction.

� BUt  Following the directions will ensure many years of carefree service 
from your blender.

the head of a Cleveland-based job bank surprised her colleagues when her negative language 
in emails became public. When people wrote to her for advice and for access to her Yahoo group 
for employers and job seekers, she responded harshly (Figure 16). a year earlier, she had won a 
“Communicator of the Year” award. 

Negative language also 
often has the opposite 
effect of what is 
intended. “Do not think of 
elephants.” What are you 
thinking of now?
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the woman did apologize. But she could have avoided the embarrassment by using more 
positive, encouraging language and, as we’ll discuss next, stressing the “you” attitude, rather 
than her own perspective—just as she’s asking the job seeker to do.

5-5e Stress the “You” Attitude
If you’re like most people reading or hearing a message, your reaction probably is, “What’s in it 
for me?” to focus on the reader, adopt the “you” attitude.

the “you” attitude emphasizes what the receiver (the listener or the reader) wants to know 
and how he or she will be affected by the message. 

� NOt I am shipping your order this afternoon.

� BUt You should receive your order by Friday.

� NOt  We will be open on Sundays from 1:00 p.m. to 5:00 p.m., beginning May 15.

� BUt  You will be able to shop on Sundays from 1:00 p.m. to 5:00 p.m., 
beginning May 15.

an important component of the “you” attitude is the concept of receiver benefits—
emphasizing how the reader or the listener will benefit from doing as you ask. Sometimes, 
especially when asking a favor or refusing a request, the best we can do is to show how someone 
(not necessarily the reader) will benefit. But whenever possible, we should show how someone 
other than ourselves benefits from our request or from our decision.

� NOt We cannot afford to purchase an ad in your organization’s directory.

� BUt  advertising exclusively on television allows us to offer consumers like 
you the lowest prices on their cosmetics.

� NOt Our decorative fireplace has an oak mantel and is portable.

� BUt  Whether entertaining in your living room or den, you can still enjoy the 
ambience of a blazing fire because our decorative fireplace is portable. 
Simply take it with you from room to room.

the revised sentences are longer than the original sentences because they contain more 
information. But they do not contain unnecessary words. You can add information and still write 
concisely.

Stressing the “you” attitude focuses the attention on the reader, which is right where the 
attention should be—most of the time. however, when you refuse someone’s request, disagree 
with someone, or talk about someone’s mistakes or shortcomings, avoid connecting the reader 

Figure 16 part of a Negative email
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too closely with the negative information. in these situations, avoid second-person pronouns 
(you and your), and use passive sentences or other subordinating techniques to stress the 
receiver of the action rather than the doer.

� NOt  You should have included more supporting evidence in your presentation.

� BUt  Including more supporting evidence would have made the presentation 
more convincing.

� NOt You failed to return the merchandise within the 10-day period.

� BUt  We are happy to give a full refund on all merchandise that is returned 
within 10 days.

Note that neither of the revised sentences contains the word you. Instead, the revisions separate 
the reader from the negative information, making the message more tactful and palatable.

the Checklist for revising Your Writing summarizes principles of style, which goes beyond 
correctness. Style involves choosing the right words, writing effective sentences, developing 
logical paragraphs, and setting an appropriate tone.

at first, you may find it difficult and time-consuming to revise your writing using these 
criteria. But your time spent will pay off: soon, you’ll apply these principles unconsciously and 
will see a big improvement in your writing.

Checklist for Revising Your Writing
Words

�  Write clearly. Be accurate and complete; use 
familiar words; use specific, concrete language; 
avoid dangling expressions; and avoid clichés, 
slang, and unnecessary jargon.

�  Write concisely. Avoid redundancy and wordy 
expressions, avoid hidden subjects and hidden 
verbs, and imply or condense when appropriate.

sentences

�  Use a variety of sentence types. Use simple 
sentences for emphasis, compound sentences for 
coordinate relationships, and complex sentences 
for subordinate relationships.

�  Use active and passive voice appropriately. Use 
active voice in general and to emphasize the doer 

of the action; use passive voice to emphasize the 
receiver.

�  Use parallel structure. Match adjectives with 
adjectives, nouns with nouns, infinitives with 
infinitives, and so on.

ParagraPhs

�  Keep paragraphs unified and coherent. Develop a 
single idea consistently and logically; use transitional 
words, pronouns, and repetition when appropriate.

�  Control paragraph length. Use a variety of 
paragraph lengths.

overall tone

�  Write confidently. Avoid sounding self-conscious, 
but also avoid sounding arrogant or presumptuous.

�  Use a courteous and sincere tone. Avoid 
platitudes, exaggeration, obvious flattery, and 
expressions of surprise or disbelief.

�  Use appropriate emphasis and subordination. 
Emphasize and subordinate through the use of 

sentence structure, position, verb voice, amount of 
space, language, repetition, and mechanical means.

�  Use positive language. Stress what you can do 
or what is true rather than what you cannot do or 
what is not true.

�  Stress the “you” attitude. Emphasize what the 
receiver wants to know and how the receiver will 
be affected by the message; stress receiver benefits.
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Revising an Email to 
Employees

>>> PurPose
Imagine that you work as the director of human resources for a division of a major bank and 
have asked an intern to draft an email to employees about a summer dress code. the email will 
be distributed to 300 employees in the divisional office. You will allow employees to dress more 
casually during the warm weather, but you also want to give them clear guidelines on what is and 
is not acceptable to wear in the office. You receive the draft from the intern, but it needs work.

Delete Junk Reply Reply All Forward Print To Do

Email

To: Corporate Staff
From:  Benjamin Porter
Subject: Dress

For this summer ONLY employees can wear more casual clothes. No
more suits for us! Enjoy the warm weather but pls. don’t embarrass
yourself or the company.

Thanks!

Ben

>>> Process
1. What do you want to accomplish with this email?

2. What, specifically, do employees need to know?

3. What works well in this email draft?

4. What could be improved in this message?

>>> Product
rewrite the draft email for employees.

3ps
> in PRaCtiCE
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> SummaRy

LO1 Choose the right words for your message.
achieve clarity by making your message accurate, by using familiar words, and by avoiding 
dangling expressions and unnecessary jargon. Write to express—not to impress. Use longer 
words only if they express your idea more clearly. Use specific, concrete language and avoid 
clichés, slang, and buzzwords.

to achieve conciseness, make every word count. avoid redundancy, wordy expressions, and 
hidden verbs and subjects. Sometimes you may imply rather than explicitly state certain 
information. In other situations, use adjectives or adverbs instead of clauses to convey 
information more concisely.

LO2 Write effective sentences.
Because they present a single idea and are usually short, prefer simple sentences for emphasis. 
Use compound sentences to communicate two or more ideas of equal importance. When 
communicating two or more ideas of unequal importance, choose complex sentences and place 
the subordinate idea in the dependent clause.

Use active voice to emphasize the doer of the action and passive voice to emphasize the receiver 
of the action. express similar ideas in similar grammatical structure. Be especially careful to use 
parallel structure in report headings and in numbered lists.

LO3 Develop logical paragraphs.
Your paragraphs should be unified and coherent. Develop only one topic per paragraph, and 
use transitional words, pronouns, and repetition to move smoothly from one idea to the next. 
although you should vary paragraph lengths, most range from 60 to 80 words.

LO4 Convey an appropriate tone.
Convey competence in your writing and confidence that your reader will do as you ask or 
will accept your decision. however, avoid sounding presumptuous or arrogant. Use a tone of 
courtesy and sincerity to build goodwill and to help you achieve your objectives.

Use emphasis and subordination to develop a common frame of reference between you 
and the reader. positive rather than negative words are more likely to help you achieve your 
communication objective. Keep the emphasis on the reader—stressing what the reader needs 
to know and how the reader will be affected by the message.
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> ExERCiSES

1. Improve writing style.
rewrite this company’s description to improve style and correct errors.
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2. Announce a new initiative using clear, simple language.
as the CeO of a growing business, you want to help employees save for retirement. Many 
of your employees receive minimum wage and have little experience with investing money. 
Write a simple, clear email to employees explaining what a 401(k) plan is, why employees 
should participate, and how it will work at your company. You may need to research 401(k) 
plans first; you will find information at sites such as www.irs.gov.

For this new initiative, you will probably have in-person meetings, too, to explain the new 
plan. Imagine that this email is a starting point.

3. Write clearly and avoid slang.
these two sentences are filled with business slang and clichés. revise them using simple, 
clear language.

LO1 Choose the right 
words for your message.

Using the synergies amongst our competitors, we can formulate a program that not 
only capitalizes on the strengths of each of our respective constituencies but that 
raises the bar to a new level for each and every one of us.

At the end of the day, we need to think outside the box to look for low-hanging fruit, 
or we’ll never reach our end goal.

4. Revise to eliminate dangling expressions.
revise these sentences to eliminate dangling expressions.

a. Driving through Chicago in the fog, the street signs were hard to read.

b. the Federal reserve banks maintain excellent relations with the major financial 
institutions, but they are still not doing as much as they had expected.

c. to become law, the governor must sign the bill by the end of the session.

d. While drilling a hole to bring in the wiring, a crack was created in the wall.

e. after attending the meeting, the minutes were prepared by the administrative 
assistant.
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f. after resting in bed for several weeks, the doctor told the actor the plastic surgery 
was successful.

g. although the owners have changed, they continue to expand.

h. Sitting in a diner on Main Street, hamburgers were enjoyed by the soccer team.

i. purchased in Italy, I brought home several bottles of fantastic red wine.

j. to try out for American Idol, an entry form must be completed while you wait in line.

5. Use concrete language.
Imagine that you work for a middle school and want to help teens develop healthier habits. 
how could you present these descriptions in more concrete terms? to what can each be 
compared? You might consider illustrating some of these with consumption over time (for 
example, a pack of cigarettes per day for a month or a year).  

a. a pack of cigarettes can cost $14.50 in New York City. 

b. average food orders at Chipotle have 1,070 calories and 2,400 milligrams of sodium.15

c. a 16-ounce bottle of soda can have 44 grams of sugar. 

d. according to the National Institutes of health, “More than 190,000 people under age 
21 visited an emergency room for alcohol-related injuries.”16 

6. Analyze a simple explanation of a complex topic.
Watch one or two videos by the company Common Craft, which creates short videos to 
make complex topics easy to understand.17 Go to www.commoncraft.com or search Youtube 
for “Common Craft,” and choose a topic that interests you. What about the video helps you 
understand the topic? Consider the use of words and graphics to explain abstract topics. Giving 
specific examples from the video, write a one-page analysis and submit it to your instructor.

SearchHOME ABOUT VIDEOS BLOG CONTACT CUSTOM VIDEOS

commoncraft our product is      

Browse Videos How to Buy

Welcome to Common Craft. Our three-minute

videos help educators and influencers 

introduce complex subjects.

Find out more
Oh my, does the world need

more videos like these!

—Marshall Kirkpatrick
Read Write Web

TECHNOLOGY TECHNOLOGYTECHNOLOGYMONEY

TECHNOLOGY

Featured Videos

Restaurant

Museum

Gallery

Borrowing Money
IN PLAIN ENGLISH

Secure Passwords
EXPLAINED BY COMMON

CRAFT

Augmented Reality
EXPLAINED BY COMMON CRAFT

Wikipedia
EXPLAINED BY COMMON

CRAFT

World Wide Web
IN PLAIN ENGLISH

GoogleTM Custom Search
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7. Use simple language.
revise this paragraph to make it more understandable.

the privileged juvenile was filled with abundant glee when her fashion mogul 
employer designated her as the contemporary representative of an ostentatious 
couture line. although she was temporarily employed for the summer for an 
internship in the design department, her adolescent ambition was to enrich 
her life as a model. Subsequent to altering her hair, administering makeup, and 
adorning herself with the fashion designer’s creations, she advanced in front of 
the photographer’s lenses, beginning the succession of fulfilling her dreams.
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8. Eliminate wordy expressions.
revise the following sentences to eliminate wordy phrases by substituting a single word 
wherever possible. You may find other opportunities to tighten for conciseness.

a. push the red button in the event that you see smoke rising from the cooking surface.

b. More than 40% of the people polled are of the opinion that government spending 
should be reduced.

c. please send me more information pertaining to your new line of pesticides.

d. Due to the fact that two of the three highway lanes were closed for repairs, I was 
nearly 20 minutes late for my appointment.

e. Chef ramsay, who was formerly my instructor at culinary school, is in today’s society 
the owner of several restaurants, which are all over the world.

f. the newest sports automobile trend is to install seats made out of leather.

g. Google is now taking applications for job positions at this point in time, in spite of the 
fact that they just laid off employees.

h. We have the ability to vote for the best performer on tV by text messaging the on-
screen telephone number.

9. Tighten a paragraph for conciseness. 
By how many words can you reduce this paragraph without changing the meaning? 

New York City is the most natural choice of a location for an innovative restaurant 
like Fellerton. It is no secret that New York City is a world capital in restaurant 
innovation. In fact, New York City residents and locals alike consider themselves 
the most experimental eaters in the country as well as the top foodies. It is also 
home to restaurant Week, which has since spread to cities all over the world. the 
fact that people living in New York City are adventurous eaters means they are 
more likely to accept and praise an unheard of restaurant concept like Fellerton. 

10. Eliminate hidden verbs and hidden subjects.
revise the following sentences to eliminate hidden verbs and hidden subjects.

a. the jury needs to carry out a review of the case to make a decision about whether the 
actress has a violation of her alcohol probation.

b. For our road trip during spring break, we must undertake the calculations of our 
driving travel time from California to New York.

c. If you cannot make the payment for the $135 tickets, you will not be able to make 
backstage visitations for the Lollapalooza concerts.

d. after much deliberation, the group came to a decision about how to make a response 
to the lawsuit.

e. although hugh wanted to offer an explanation of his actions, his boss refused to listen.

f. If confused about the assignment, there are some diagrams that you should review.

g. It is our intent to complete the project by Friday at 3:00 p.m.

h. there are four principles of marketing that we need to consider.

11. Identify types of sentences.
What type of sentence—simple, compound, or complex—is each of the following? Internal 
punctuation has been omitted to avoid giving hints. Compare your answers to others’ in 
the class.

a. Now that she has found her true love “the Bachelorette” wants women everywhere 
to know that it is worth it to wait for the right guy.

b. hillary went to see the new branch manager but the manager had gone to lunch.

LO2 Write effective 
sentences.
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c. the new single from the band’s album is out on tuesday while the demo version which 
you can download on itunes will be available on Monday.

d. You will have 12 hours to complete the job.

e. I will try to get the project finished and shipped to you by tomorrow.

f. everyone seems to be feeding off the intensity at the physically challenging football 
camp particularly the defensive tackles who often sport aggressive expressions.

g. the milestone homer provided an encouraging lift during a trying stretch for the 
baseball team.

h. Walking down the street with my sister I saw two men dressed in dark suits running 
out of the bank.

i. See the coach and turn in your gear.

j. please clean your room when you have finished your homework.

k. the fifth order arrives today it should be the last one.

12. Practice writing different types of sentences.
Write a simple, a compound, and a complex sentence that incorporates both items of 
information in each bullet. For the complex sentences, emphasize the first idea in each 
item.

a. the new smartphone will be available on Wednesday / the smartphone will have 
more features than the older model.

b. the captain got promoted to a major today / he will lead the army into battle.

c. tim was promoted / tim was assigned additional responsibilities.

d. eileen is our corporate counsel / eileen will draft the letter for us.

13. Practice sentence variety.
rewrite the following paragraph by varying sentence types and sentence lengths to keep 
the writing interesting.

Smartfood was founded by ann Withey, andrew Martin, and Ken Meyers in 
1984. the product was the first snack food to combine white cheddar cheese 
and popcorn. ann Withey perfected the Smartfood recipe in her home kitchen 
after much trial and error. Smartfood sales were reportedly only $35,000 in 
1985. During that time, the product was available only in New england. By 1988, 
sales had soared to $10 million. this attracted the attention of Frito-Lay. the 
snack-food giant bought Smartfood in 1989 for $15 million. Since the purchase, 
Frito-Lay has not tampered with the popular Smartfood formula. It has used 
its marketing expertise to keep sales growing, despite the growing number of 
challengers crowding the cheesy popcorn market.

14. Vary sentence length.
Write a long sentence (40 to 50 words) about a company or person you admire. then revise 
the sentence so that it contains 10 or fewer words. Finally, rewrite the sentence so that it 
contains 16 to 22 words. Which sentence is the most effective? Why?

15. Use active and passive voice.
Working in groups of three, identify whether each of the following sentences is active or 
passive. then, discuss whether the sentence uses active or passive voice appropriately and 
why. Next, change the sentences that use an inappropriate voice.
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sentence example
active or 
passive Voice?

appropriate 
Use?(if not, then 
rewrite the sen-
tence.)

a.  A very effective sales 
letter was written by Paul 
Mendelson.

b.  Our old office will be sold 
to a real estate developer.

c.  You failed to verify the 
figures on the quarterly 
report.

d.  The website designed 
by Catalina Graphics did 
not reflect our company’s 
image.

16. Check and revise sentences for parallel structure.
Determine whether the following sentences use parallel structure. revise sentences as 
needed to make the structure parallel.

a. the executive at ernst & Young writes reports quickly, accurately, and in detail.

b. the bride hates wearing heels, and on her wedding day, she just wanted to wear flats, 
be able to dance around, and be comfortable.

c. the store is planning to install a new point-of-sale system that is easier to operate, 
easier to repair, and cheaper to maintain than the current system.

d. angelina’s children like to go swimming, biking, and play tennis.

e. according to the survey, most employees prefer either holding the employee cafeteria 
open later or its hours to be kept the same.

f. the quarterback is expert not only in calling plays but also in throwing passes.

g. Our career guide will cover writing résumés, cover letters, and techniques for 
interviewing.

17. Order sentences into a logical paragraph (Honda Accord).
place a number (from 1 to 7) next to each sentence to represent its position within the 
paragraph. Hint: the broadest statement will be the first sentence.

The Accord has 17-inch alloy wheels.

The car’s wide-opening doors provide easy access to the interior.

With an automatic reverse feature, the moonroof is safe.

The Accord is a good choice for today’s active driver.

The Honda Accord is a well-designed, functional car that will 
attract attention.

In a variety of colors, the Accord will stand out in the crowd.

The one-touch power moonroof with tilt is easy to operate.

LO3 Develop logical 
paragraphs.
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18. Order sentences into a logical paragraph (Nick’s Pizza).
place a number (from 1 to 8) next to each sentence to represent its position within the 
paragraph. Hint: the broadest statement will be the first sentence.

But, as Nick says, “I decided I needed to do what felt like the 
right thing to do: communicate openly, clearly, and honestly.”

Going against the advice of his publicist and his banker, Nick de-
cided to send an email explaining the situation to his customers 
and asking for their patronage.

Analysts credit Nick’s transparency and authenticity for saving 
the business.

Some started a Facebook page, while others frequented Nick’s 
Pizza and spread the word.

This strategy also defies conventional wisdom, which warns of 
suppliers cutting off a potentially failing business and customers 
avoiding a place in trouble.

When Nick’s Pizza & Pub was going out of business, Nick turned 
to his customers for support—and he got it.

Nick saw an immediate increase in sales, and today it’s still a 
viable restaurant.

Customers responded.

19. Use transitions for paragraph coherence.
revisit the honda accord paragraph in exercise 17. Now that you have sentences in a logical 
order, add transitions to improve coherence.

20. Insert transitions for paragraph coherence.
Insert logical transitions in the blanks to give the following paragraph coherence.

Bits ‘n’ Bytes is widening its lead over Desktop Computing in the computer-
magazine war. ______ its revenues increased 27% last year, whereas Desktop 
Computing’s increased only 16%. ______ its audited paid circulation increased 
to 600,000, compared to 450,000 for Desktop Computing. ______ Desktop 
Computing was able to increase both the ad rate and the number of ad pages 
last year. One note of worry ______ is Desktop Computing’s decision to shut 
down its independent testing laboratory. Some industry leaders believe much of 
Desktop Computing’s success has been due to its reliable product reviews. ______ 
Bits ‘n’ Bytes has just announced an agreement whereby Stanford University’s 
world-famous engineering school will perform product testing for Bits ‘n’ Bytes.

21. Adjust paragraph length.
read the following paragraph and determine how it might be divided into two or more 
shorter paragraphs to help the reader follow the complex topic being discussed.

transforming a manuscript into a published book requires several steps. 
after the author submits the manuscript, the copy editor makes any needed 
grammatical or spelling changes. the author reviews these changes to be sure 
that they haven’t altered the meaning of any sentences or sections. Next, the 
publisher begins the design process. at this point, designers select photographs 
and other artwork and create page layouts, which show how the pages will look 
when printed. the author and publisher review these page proofs for any errors. 
Only after all corrections have been made does the book get published. From 
start to finish, this process can take as long as a year.
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22. Revise a paragraph to convey an appropriate tone.
revise the paragraph to create a more confident, less presumptuous tone.

If you believe my proposal has merit, I hope that you will allocate $50,000 for a 
pilot study. It’s possible that this pilot study will achieve my profit estimates so 
that we can implement the idea in other locations. even though you have several 
other worthwhile projects to consider for funding, I know you will agree the 
proposal should be funded prior to January 1. please call me before the end of 
the week to tell me that you’ve accepted my proposal.

23. Revise sentences to convey a confident tone.
revise the following sentences to convey an appropriately confident attitude.

a. Can you think of any reason not to buy a wristwatch for dressy occasions?

b. I hope you agree that my offer provides good value for the money.

c. Of course, I am confident that my offer provides good value for the money.

d. You might try to find a few minutes to visit our gallery on your next visit to galleries 
in this area.

24. Revise this passage to avoid platitudes, obvious flattery, and exaggeration.
You, our loyal and dedicated employees, have always been the most qualified 
and the hardest working in the industry. Because of your faithful and dependable 
service, I was quite surprised to learn yesterday that an organizational meeting 
for union representation was recently held here. You must realize that a 
company like ours cannot survive unless we hold labor costs down. I cannot 
believe that you don’t appreciate the many benefits of working at allied. We will 
immediately have to declare bankruptcy if a union is voted in. please don’t be 
fooled by empty rhetoric.

25. Vary emphasis in a memo.
assume that you have evaluated two candidates for the position of sales assistant. this is 
what you have learned:

 ● Carl Barteolli has more sales experience.
 ● elizabeth Larson has more appropriate formal training (earned a college degree in 

marketing and attended several three-week sales seminars).
 ● elizabeth Larson’s personality is a better fit for the corporate culture.

You must write a memo to robert Underwood, the vice president, recommending one of 
these candidates. First, assume that personality is the most important criterion, and write 
a memo recommending elizabeth Larson. Second, assume that experience is the most 
important criterion, and write a memo recommending Carl Barteolli. Use appropriate 
emphasis and subordination in each message. You may make up any reasonable 
information needed to complete the assignment.

26. Use positive language.
revise the following paragraph to eliminate negative language.

We cannot issue a full refund at this time because you did not enclose a 
receipt or an authorized estimate. I’m sorry that we will have to delay your 
reimbursement. We are not like those insurance companies that promise 
you anything but then disappear when you have a claim. When we receive 
your receipt or estimate, we will not hold up your check. Our refusal to issue 
reimbursement without proper supporting evidence means that we do not have 
to charge you outlandish premiums for your automobile insurance.

LO4 Convey an 
appropriate tone.
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27. Make a positive impression.
revise the following signs often seen in stores:

a. “No shirt, no shoes, no service.”

b. “american express cards not accepted.”

c. “No returns without receipts.”

d. “No smoking.”

e. “No dogs allowed.”

28. Stress the “you” attitude in a paragraph.
revise the following paragraph to make the reader the center of attention.

We are happy to announce that we are offering for sale an empty parcel of 
land at the corner of Mission and high Streets. We will be selling this parcel 
for $89,500, with a minimum down payment of $22,500. We have had the lot 
rezoned M-2 for student housing. We originally purchased this lot because of 
its proximity to the university and had planned to erect student housing, but 
our investment plans have changed. We still believe that our lot would make a 
profitable site for up to three 12-unit buildings.

29. Use a “you” attitude and positive language.
rewrite this email from a facilities manager to country club members. how can you stress 
the “you” attitude and focus on good news without misleading members?

Delete Junk Reply Reply All Forward Print To Do

Email

To:  Teed-Off Country Club Members
From:  Brenda Johnson
Subject: Status of Restaurant Renovations

We are happy to announce that the renovation of the restaurant is no
longer behind schedule. I know that many of you are frustrated by 
the delay, but we should be ready to reopen the north end of the
restaurant for private parties by March 31.

Unfortunately, we cannot accept party reservations until March 15.

If you need more information, do not hesitate to contact me.

30. Emphasize receiver benefits.
revise the following sentences to emphasize receiver benefits.

a. We have been in the business of repairing sewing machines for more than 40 years.

b. We need donations so that we can expand the free-food program in this community.

c. Company policy requires us to impose a 2% late charge when customers don’t pay 
their bills on time.

d. although the refund department is open from 9:00 a.m. to 5:00 p.m., it is closed from 
1:00 p.m. to 2:00 p.m. so that our employees can take their lunch breaks.
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cOmpanY ScenariO
Writeaway hotels
even in a fast-paced company like Writeaway hotels, your writing reflects on your 

credibility as a business professional. take this opportunity to revise some of the 

emails you created for this simulation in Chapter 4.

to do this, you might look over your sent messages and choose a few to edit. Or, 

you might sign into another student’s email—for the character he or she played—

and choose a few messages to edit. how can you improve your writing now that 

you have more time?

another option is to practice by revising the following emails, which were sent 

by students who participated in this simulation in the past. For their future writ-

ing, what advice would you give these students? In the first email exchange, pat  

responds to Diana, the upset 

client; in the second email, 

pat responds to ron, the hr 

manager. For the response 

to ron, you might consider 

lessons learned about po-

tential legal consequences of 

communication, discussed in 

Chapter 1.

courteSy of eD marion, eDmarion.com

Reply Forward Diana1 is not available to chat

Pat2 Gibson to Diana1 show details 9:46 AM (0 minutes ago) Reply

Diana Banana,

You know I love ya, babe! I had family issue that required my immediate attention. It won’t happen again.

Pat

Missed Conference Call Inbox    X

Diana1 Chavez to me show details 9:45 AM (0 minutes ago)
Pat,

Why weren’t you on the conference call this morning with Bill? We just talked about this yesterday, so I’m sure you knew about it.
I was embarrassed that you weren’t on.

This brings up a bigger issue: I’m glad business is going so well for you and that you have a lot of new clients. But I’m starting to
feel like I’m getting less attention now, and I want to make sure that we can maintain the good working relationship we’ve had in
the past.

Diana

Reply

Reply Forward Diana1 is not available to chat

Reply Forward Ron1 is not available to chat

Pat11 Gibson to Ron1 show details 9:33 AM (14 minutes ago) Reply

Hello Mr. Harrison,

Yes, that incident did occur in my department. I will definitely discuss the matter with you tomorrow morning at 10:00.

Confidential Inbox    X

Ron1 Harrison to me show details 9:32 AM (15 minutes ago)
Dear Pat,

We need to talk. Someone in your department filed a sexual harassment complaint, and I’d like to discuss it with you. Are you
available tomorrow at 10:00? That time would work best for me. Please let me know asap.

Regards,
Ron

Reply

Reply Forward Ron1 is not available to chat
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Neutral and Positive 
Messages

“ When Jimmy Fallon sits down to write his weekly thank-you notes 

on ‘The Tonight Show,’ he is both ribbing and breathing life into a 

custom many felt was headed the way of the dodo.” 1

—Guy Trebay, The New York Times

LearninG Objec Tive s

after you have finished this chapter, you should be able to

LO1 Compose a neutral message.

LO2 Respond to a neutral message.

LO3 Compose a goodwill message.

LO4 Address customer comments online.

Part 3

C h A P t e R

6
Written Messages
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chaPTer inTrOducTiOnchaPTer inTrOducTiOn

The handwritten note
handwriting seems to be a dying art, but a handwritten 

note in certain business situations may differentiate you. 

On “the tonight Show,” Jimmy Fallon writes thank-you 

notes as a joke, but he also honors the tradition. On a 

recent show, he wrote a thank-you note to WuShock, 

Wichita State University’s mascot, for “looking like a 

Muppet Gordon Ramsay.”2

In a New York Times opinion piece, “the Lost Art of the 

Condolence Letter,” Saul Austerlitz writes about the 

value of a handwritten condolence letter:

the letter is a lost art, subsumed by the email and the text message, but the 

condolence letter trudges on, alongside the thank-you note and the love  

letter, remnants of an older time. A condolence letter is a formal enterprise, 

its content secondary to the physical act of its writing, the sealing of its  

envelope, its mailing. It is a product whose labor is intentionally visible. 

A condolence email—let alone a condolence text—cannot bear the same 

weight, however carefully crafted.3

A New York fashion publicist also explains the value of a written note:

“It is so important, in a digital world, to have the dignity to sit down and write 

something in your own hand. . . . It not only strengthens the bonds between 

people, in your personal life and in business, it also rings an emotional chord.”4

In business, a handwritten thank-you card with a special message would likely be 

appreciated by someone who sponsored you for a scholarship, recommended you for 

a job, or took you out for a nice dinner. thank-you emails after job interviews are best 

for expediency, but a handwritten note to someone you connected with personally 

could set you apart during the selection process.

Goodwill messages are rare enough; don’t miss an opportunity to take the extra step 

to personalize a message and show how much you value the relationship.
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6-1  Types of Neutral and Positive 
Messages

Business communication is often about routine topics. A small business owner asks for 
information from a supplier, a manager at a large corporation sends an email about a minor 
policy change, a customer calls a store for product information, a manager compliments an 
employee, or a customer writes positive comments about a company online. Although routine, 
these messages are important to run a business.

to distinguish these examples from more difficult communication—persuasive and bad- 
news messages covered in the next chapters—we’ll refer to these as neutral or positive 
messages. these communications can be internal or external and may be presented in any 
communication medium.

6-2  Planning a Neutral or Positive 
Message

When a message conveys neutral or positive information to an audience who will likely be 
interested in what we have to say, we use the direct organizational plan. the main idea is 
stated first, followed by explanations and details, and then a friendly closing. Most neutral and 
positive messages follow the direct plan. Figure 1 shows the first paragraph of three company 
announcements with the main point clearly up front.

A written message is not always the best medium for achieving your objective. As we 
discussed earlier, email is often overused in organizations; calling someone or walking down 
the hall to a colleague’s office may work better in some cases. For quick interactions, an instant 
message or a text message may be enough.

however, for many situations, a written message will be the best choice. When you need to 
reach many employees, or you need a record of your conversation, follow these guidelines for 
organizing your written message.

Press Release:
Redmond, Wash. Microsoft Corp. today announced that its Board of  
Directors has appointed Satya Nadella as Chief Executive Officer and member 
of the Board of Directors effective immediately. Nadella previously held the  
position of Executive Vice President of Microsoft’s Cloud and Enterprise group.5

Website Post:
Diane Dickerson Chosen to Be New CEO of the Y
The Board of Directors of The Bangor YMCA announced that they have  
chosen Diane Dickerson as its new CEO. Diane has been with the Y for the 
past year, serving as Executive Vice President of Marketing, Development,  
and Community Engagement.

Email to Staff: 
Team Mashable,
Today we are announcing an important and exciting addition to our family—
Jim Roberts. Jim joins our team as Executive Editor and Chief Content Officer.6

Figure 1 Main Points in the First Paragraph of Company Announcements

Although job titles do not 
need to be capitalized 
unless they precede a 
name, these examples 
use capitalization by 
convention.
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6-3 Organizing a Neutral Message
A message is neutral if you anticipate that the reader will do as you ask without having to 
be persuaded. For example, a request for specific information about an organization’s product 
is neutral because all organizations appreciate the opportunity to promote their products. 
however, a request for free product samples might require a persuasive message to convince 
the company to do something that will cost money.

6-3a Major Idea First
When making a routine request, present the major idea—your request—clearly and directly 
in the first sentence or two. You may use a direct question, a statement, or a polite request to 
present the main idea. A polite request can take a period instead of a question mark, such as, 
“May I please have your answer by March 3.” Use a polite request when you expect the reader 
to respond by acting rather than by actually giving a yes-or-no answer.

Always pose your request clearly and politely, and give any background information needed 
to set the stage. Following are examples of effective routine requests:

Polite Request

Would you please answer several questions about the work performance of Janice Henry.
She has applied for the position of �nancial analyst at Citibank and gave your name as a
reference.

Statement

Please let me know how I might invest in your deferred money-market fund. As an
American currently working in Bangkok, Thailand, I cannot easily take advantage of your
automatic monthly deposit plan.

Direct Question

Does Black & Decker offer educational discounts? Blair Junior High School will soon replace
approximately 50 portable electric drills used by our industrial technology students.

Decide in advance how much detail you need. If you need only a one-sentence reply, phrase 
your request to elicit that response.

� NOt  Please explain the features of your Google Docs program.

� BUt  Does your Google Docs program automatically number lines and 
paragraphs?

Remember that you are imposing on the goodwill of the reader. Ask as few questions as 
possible—and never ask for information that you can easily get on your own. If many questions 
are necessary, number them; most readers will answer questions in order and will be less likely 
to skip one unintentionally. Yes-or-no questions or short-answer questions are easy for the 
reader to answer, but when you need more information, use open-ended questions.

Arrange your questions in logical order (for example, order of importance, chronological 
order, or simple-to-complex order), word each question clearly and objectively (to avoid bias), 
and limit the content to one topic per question. If appropriate, assure the reader that the 
information provided will be treated confidentially.

6-3b Explanation and Details
Most of the time, you’ll need to explain your initial request. Include background information 
(the reason for asking) either immediately before or after making the request.

LO1 Compose a neutral 
message.
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For example, suppose you received the polite request asking about Janice henry’s job 
performance. Unless you were also told that the request came from a potential employer and 
that Janice henry had given your name as a reference, you might be reluctant to provide such 
confidential information.

Or assume that you’re writing to a former employer or professor asking for a letter of 
recommendation. You might need to give some background about yourself to jog the reader’s 
memory. Put yourself in the reader’s position. What information would you need to answer the 
request accurately and completely?

A reader is more likely to cooperate if you can show how responding to the request will 
benefit him or her.

Will you please complete our five-minute survey about your online banking needs. 
We’re revamping our website to make it easier for you to navigate.

You can skip the benefits when they’re obvious. An email asking employees to recycle their 
paper would probably not need to discuss the value of recycling, which most people already know.

6-3c Friendly Closing
Use a friendly, positive tone in your last paragraph. In your closing, express appreciation for the 
assistance, state and justify any deadlines, or offer to reciprocate. Make your closing specific to 
the purpose and original.

� NOt I need the information by October 1.

� BUt  May I please have the product information by October 1, so I can include 
Kodak products in the next catalog.

� NOt thank you in advance for your assistance in this matter.

� BUt  thank you for providing this information, which will help us make a 
fairer evaluation of Janice henry’s qualifications for this position.

� NOt Let me know how I can help you in the future.

� BUt  Please let me know if I can return the favor by attending the meeting 
with Gupta Associates next week.

From the audience’s perspective, what are the issues with the request in Figure 2? Consider 
the timing, tone, and Johara’s potential concerns. For an improved version, see Figure 3.

Figure 2 Ineffective email Request
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effective email Request Figure 3

6-4  Sending Instant Messages for  
Neutral Messages

Instant messaging (IM) is a good choice for simple, neutral messages that require quick 
responses. the example in Figure 4 is an IM from a major global consulting organization.

this conversation, like most instant messages, took less than a minute to complete. Although 
proper grammar isn’t used here, this is acceptable for communicating with coworkers you 
know well (but may not be appropriate in all situations). Follow the guidelines in Figure 5 for  
effective IM use at work.

Many of these guidelines also apply to texting at work. Observe your company’s norms, and 
send texts as others do in certain situations and to appropriate people.

Employee 1: do you know how to undo split screens?
Employee 1: on excel?
Employee 2: yup
Employee 1: how?
Employee 2: go into … one sec
Employee 2: ok highlight the column or row where the split is
Employee 2: go into Window
Employee 2: click freeze panes
Employee 2: that should do it
Employee 1: thanks!
Employee 2: no prob

Sample IM for a Neutral Message Figure 4
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6-5 Responding to a Neutral Message
In this section, we’ll look at responses to requests for information and neutral customer feedback. 
In the next chapter, we’ll discuss how to respond to negative feedback from customers.

Follow these guidelines when responding to requests and other neutral messages:

 ● Respond promptly. You’ll want prospective customers to receive your information 
before they make a purchase decision—and possibly go to a competitor. Research shows 
that customers expect a response within 24 hours, and satisfaction levels drop sharply if 
responses take longer.8 however, quicker responses are best. For requests posted online, 
for example, on twitter, customers may expect a response within just an hour or two.

 ● Respond courteously. Your response represents the organization. A reply that sounds 
terse or burdened misses an opportunity to build goodwill.

� NOt  Although we do not generally provide the type of information you requested, we 
have decided to do so in this case.

� BUt We are happy to provide the information you requested.

 ● Use a direct organizational plan. Make it easy for the reader to understand your 
response by putting the “good news”—the fact that you’re responding favorably—up 
front. this pattern is the same as a neutral request.

� NOt I have received your request of June 26 asking me to speak at the meeting.

� BUt  I would be pleased to speak at your engineering Society meeting on 
August 8. thank you for thinking of me.

LO2 Respond to a  
neutral message.

Figure 5 IM Use at Work

When to IM at Work
 ● Send an IM when you have a straightforward question, need to convey information quickly, or need help 

with a simple task, as in the Figure 4 example.7

 ● Follow the culture within your organization. How do your peers use IM instead of email? For example, do 
they IM only with close coworkers or only to address time-sensitive issues?

 ● Respect levels within your organization. Just because you have the capability to IM your manager’s man-
ager doesn’t mean that you should.

 ● Avoid using instant messaging for personal or confidential business information. Instant messages, like 
email, can be automatically saved on a computer or server.

 ● Avoid excessive personal messaging at work. This overuse is similar to making too many personal calls 
and may affect your productivity and damage your credibility.

How to IM at Work
 ● Follow the communication custom within your organization when initiating an IM. You may start by ask-

ing, “Is this a good time?” or “Got a sec?”
 ● Keep instant messages short and focused. You can start with “How’s it going?” or “How are you?” but get 

to the point quickly. When you finish asking your question or making your point, say goodbye so that the 
recipient can get back to other work.

 ● Follow grammar, punctuation, and capitalization standards within the organization. If your manager 
follows good writing principles, you should follow suit. Even though IM is fast, your messages should still 
be reasonably error free.

 ● Avoid using abbreviations unless the recipient has used them first. Also, use emoticons such as smiley 
faces sparingly, and avoid elaborate fonts and colors.

 ● Save important IMs into a separate document. Although IMs can be accessed by a company, they are 
not always easy for the sender or receiver to retrieve.

 ● Follow your company’s IM policy, and be aware of viruses and security risks. Avoid accepting IMs from 
people you don’t know and—as with email—don’t open attachments unless you trust the source.
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 ● Answer all the questions asked or implied, using objective and clearly understood 
language.

 ● Personalize your response. even if you start with a form letter, include your reader’s 
name and tailor the message to specific requests.

 ● Promote your company, products, or services—within reason. You may choose a subtle 
sales approach when responding to simple requests.

 ● Close your response on a positive, friendly note. Avoid such clichés as, “If you have 
additional questions, please don’t hesitate to let me know.” Use original wording, 
personalized especially for the reader.

In the next example, Southside Brewery responds to a customer inquiry with personalized, 
thorough information (Figure 6).

September 5, 2017

Mr. Derek Morris
13 Barnes Street
Dallas, TX 75202

Dear Mr. Morris: 

Southside Brewery would be delighted to host Moniker’s office party. Thank you
for thinking of us for your event. Yes, we have a private room that will accommo- 
date up to 25 people, and we do have availability on December 9. 

We offer two options for private parties: a full menu or a �xed-price limited menu.
For the full menu, your guests would simply order from our regular lunch menu,
and we would charge you accordingly. I have enclosed a menu for your reference. If
you prefer a limited menu, we could offer a �xed price depending on the items you
choose. For example, for $15 per person (not including beverages and dessert),
your guests could choose from these items:

Southwest Chicken Salad
Salmon Teriyaki

round Beef Burger

If you prefer different menu items, we can work up pricing based on your preferences. 

You also asked about a special occasion cake, and we certainly can arrange this for
you. We work closely with a bakery that would create something according to your
specifications.

I would be happy to meet with you to talk about your requirements and to �nalize
arrangements. 

Thanks again for your inquiry, and I hope to speak with you soon. You can call
me at (215) 555-6760 or email me at ron@southsidebrewery.com.

Sincerely, 

Ron Ramone

Enclosure 

Immediately addresses the
customer’s inquiry about a
function on a speci	c date. 

SO
UTHSIDE

BREWERY

Includes the standard 
letter salutation.

Explains two options to 
meet the customer’s needs.

Attaches relevant information.

Offers sample menu items 
in easy-to-read bullets.

Encourages more 
customization.

Addresses another 
speci	c request.

Closes on a positive 
note after an offer to 

meet in person.

Uses the standard 
block-letter format on 
company stationery.

Includes the standard letter   
closing with signature.
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Personalized Response to a Customer’s Inquiry Figure 6
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6-6 Composing Goodwill Messages
People send goodwill messages out of a sense of kindness and to maintain or build relationships. 
With no true business objective, these messages convey congratulations, appreciation, or 
sympathy. Goodwill messages achieve their objective precisely because they have no ulterior 
motive. even subtle sales promotion would make receivers suspect the sincerity of your 
message.

Of course, businesses may reap advantages from goodwill messages. Customers like to deal 
with people who take the time to acknowledge what’s important to them. But this is not the 
goal of a sincere goodwill message.

Goodwill messages vary by culture. What may be appropriate, even expected, in one country 
may be improper in another. Also, what is emphasized in a goodwill message may differ by 
culture. In a study comparing Chinese and American graduation cards, Chinese messages 
reflected far more “process-focused themes” of hard work and continuous self-improvement, 
whereas American cards emphasized “person-focused themes,” such as individual traits.9 Ask 
your international host or a local colleague before writing goodwill messages to people from 
cultures you don’t know well.

You may send a goodwill message by calling instead of writing—especially for minor 
occasions. But a written message, including a handwritten note, is more thoughtful, more 
appreciated, and more permanent. Because they require extra effort, and people receive 
fewer of them, written goodwill messages may be more meaningful than a phone call. to write 
effective goodwill messages, follow the guidelines in Figure 7.

LO3 Compose a  
goodwill message.

Be sincere.

Avoid language that is too �owery or
too strong (for example, “awesome” or
“the best I’ve ever seen”). Use a conver-
sational tone, as if you were speaking to
the person directly, and focus on the
reader—not on yourself. Take special
care to spell names correctly and to
make sure your facts are accurate. You
may use exclamation marks, but don’t
overdo it.

Be direct.

State the major idea in the �rst 
sentence or two, even for sympathy
notes; because the reader already
knows the bad news, you don’t need to
shelter him or her from it.

Be prompt.

Send a goodwill message while the 
reason is still fresh in the reader’s mind.
A welcome note to a new employee, for
example, should be sent within his or
her �rst few days on the job.

Be brief.

You may not need an entire page to
get your point across. A personal note
card or a one-paragraph email may be
plenty.

Be specific.

If you’re thanking or complimenting
someone, mention a speci�c incident or
anecdote. Personalize your message to
avoid having it sound like a form letter.

Figure 7 Guidelines for Goodwill Messages
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6-6a Recognition Notes
Most employees believe they don’t receive enough positive feedback at work. Messages should 
be sent to recognize when someone does a particularly good job. An email to specify what 
the person did and how it benefited the organization will go a long way in showing people 
how they’re valued and improving employee morale. When appropriate, you might copy an 
employee’s immediate supervisor.

Dear Javier, 

You did a terri�c job on the feasibility study for Barker Associates. Ron called 
me this morning to tell me it was the most thorough, detailed analysis he had
received in years. He also complimented the easy-to-read report format.

I really appreciate your work on this project. You put in long hours
in the past three months, and your dedication has certainly paid off. When
Ron has another project in the pipeline, he’ll de�nitely call us for the job! 

Keep up the good work, 

Maurice 

6-6b Congratulatory Notes
Congratulatory notes should be sent for major business achievements—receiving a promotion, 
winning new business, announcing a retirement, receiving an award, opening a new branch, 
or celebrating an anniversary with the company. these notes are also appropriate for personal 
milestones—engagements, weddings, births, graduations, and other occasions. Congratulatory 
notes should be written to employees within the company and to customers, suppliers, and 
others outside your company.

Congratulations, Tom, on being elected president of the United Way of Alberta
County. I was happy to see the announcement in this morning’s newspaper and
to learn of your plans for the upcoming campaign.

Best wishes for a successful fund drive. This important community effort surely
deserves everyone’s full support.

Daniel

Dear Melody, 

Congratulations on your new house. Thad sent me the listing, and it looks like
a great spot—move-in ready!

I hope you and Thad enjoy many happy years there.  

Best, 

Sam

How often do you send 
notes to recognize, 
congratulate, or thank 
people? Why don’t you 
send them more often? 
How do you feel when you 
get notes from others?
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6-6c Thank-You Notes
A note of thanks or appreciation may be valued more than a monetary reward. thank-you notes 
should be sent whenever someone does you a favor—sends you a gift, writes a recommendation 
letter for you, gives you a scholarship, or interviews you for a job. the example in Figure 8 is 
from a not-for-profit organization.

Catches attention with bright
red color. 

Identi�es what and when the
reader contributed. 

Speci�es where the blood
was used.

Describes why the donation
is important. 

Restates appreciation.

Engages the reader with
graphics and a slogan.

Encourages the reader to
share information on social
media.

Figure 8 thank-You Note from a Not-for-Profit Organization
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6-6d Sympathy Notes
expressions of sympathy or condolence to a person who is having a difficult time personally 
are especially tough to write but are also especially appreciated. People who have experienced 
serious health problems, a severe business setback, or the death of a loved one need to know 
that others are thinking of them and that they are not alone.
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Some of the most difficult messages to write are those expressing sympathy over someone’s 
death. these notes should be handwritten, whenever possible. they should not avoid 
mentioning the death, but they need not dwell on it. Most sympathy notes are short. Begin 
with an expression of sympathy, mention some specific quality or memory about the deceased, 
and then close with an expression of comfort and affection. An offer to help, if genuine, is 
appropriate. Figure 9 expresses sympathy to the wife of a coworker who died.

Uses company letterhead.
(Personal stationery or a

store-bought card are
also appropriate.)

Begins with an expression of
sympathy and expresses the

impact of the death.

Mentions speci�c
qualities and a

personal remembrance.

Closes with a genuine,
speci�c offer of help.

SO
UTHSIDE

BREWERY

Sympathy Note to an employee’s Spouse Figure 9
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6-7  Addressing Customer  
Comments Online

So far, we have discussed one-to-one requests and responses. But communication is often 
far more complex. For online customer communication—public comments on review sites, 
blogs, and social networks—the opportunities are greater and the stakes higher. Companies 
can win customers and build a positive reputation online, but slow and poorly written 
responses can lose customers and damage a company’s image—with potentially millions of 
people watching.

6-7a Deciding Whether to Respond
Smart companies monitor the constant stream of social media posts and decide whether and 
how to respond to each. For large companies that can afford them, aggregators scan the web 
for comments about the company. these programs automatically collect and analyze the online 
messages. Smaller companies have staff members who use tools such as Google Alerts to search 
the web for conversations about their company.

the flowchart shown in Figure 10, typical for organizations that pay attention to online 
customer feedback, helps guide a company’s response. As you can see from the flowchart, 
companies won’t necessarily respond to every online post. For “happy” customers whose posts 

LO4 Address customer 
comments online.

DISCOVER

EVALUATE

RESPOND

Degrading
Is the poster or site
joking or insulting
without credibility?

NO

Social Media Posts
You have found a post about your company.

Is it positive?

Happy
Post is positive

and truthful.

Will you respond?

Misguided
Do you see factual
errors in the post?

Unhappy
Does the post 

describe a negative
experience?

NO

NO

YES

No
Response

Let neutral
posts be.

NO

YES

NO

Consider
Consider the in�uence of the
site and poster (e.g., number 

of views and popularity). 

Monitor
Avoid responding, but 
monitor for activity.

Reach Out
Engage with highly

positive posters.

YES

Fix the Facts
Respond with factual

information.

Restore the
Relationship

Fix the problem; respond 
and offer a solution.

YES

YES

Figure 10 Social Media Response Guidelines
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are positive and truthful, you may or may not respond. however, if a post is highly positive, you 
may want to reply to engage the sender and highlight the good feedback.

For comments such as those in Figure 11, posted on the review site Yelp, management 
could respond but does not. this post can stand alone without negative repercussions for the 
company—or a missed opportunity to build on positive feedback.

Negative posts require more attention. We’ll discuss these in Chapter 7.

Erik H.
Plymouth, MI

0
5 My favorite hangout in Plymouth. It’s got a great European

warm modern feel, and the staff is very friendly and 
professional. The food is very tasty and interesting. 
A great place to meet with friends who are wine drinkers!
Another hidden gem that is uniquely a part of Plymouth!

Was this review ...?                    Useful         (1) Funny                Cool       (1)

Bookmark                Send to a Friend            Link to This Review

Comment from Lisa O. of Grape Expectations 
Wine Bar & Merchant                                                            << Hide   

Thanks, Erik. Uh, we may need to check id next
time you’re in.... you look a little young in your
photo!!

highly Positive Online Post and Management’s Response Figure 12
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Tiffany P.
Stockton, CA

26
67

We tend to forget this place exists, but then a special 
occasion comes up, and we are reminded again. We’ve
attended a wedding rehearsal dinner here, had an
anniversary dinner here, and even had our engagement
dinner here. It’s a cozy little place with exceptionally good
service. The food is delicious although sometimes lacks in 
quantity. But they offer a full bar and a great variety of 
food as well as lovely desserts. This is a great place all
around. ye

LP
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.

Neutral Customer Online Post Figure 11

6-7b Responding to Positive Reviews
the online comment shown in Figure 12 is highly positive and does warrant a management 
response to acknowledge the feedback.

the Plymouth manager’s response (at the bottom of Figure 12) could be more substantive, 
but her response is brief and funny. For informal social media interactions, this works just 
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fine to connect with the writer and other prospective customers. Considering the reviewer’s 
casual post, it might look odd for the manager to respond with something longer and more 
formal.

Yelp offers the example in Figure 13 with good advice for responding to positive feedback 
online. For an authentic approach, personalize the response: provide a photo and your own 
name (not just the company’s name), mention the writer’s name, thank the writer for the 
post, address specific comments from the post, and offer solutions or other ways to stay 
in touch.

What are the dangers 
of responding to online 
reviews? As a manager, 
what would be your 
concerns?

Inbox (3 Sent (214) Messages) Write New Message

Thank you YZ Spa

A friendly photo
makes me feel like
I’m talking to a real

human.

From Jill Z.

Sent 3 hours a

Hi Sarah,

I wanted to personally thank you for sharing your positive experience with XYZ Spa on Yelp. Our staff works hard
to ensure that you enjoy your time there, so it’s most rewarding to hear that our treatments helped to make your
birthday special.

Please feel free to ask for me if and when you are next coming in—it would be my pleasure to meet and thank you
again in person. In the meantime, please let me know if you have any suggestions for us, as we are continuously
trying to improve.

Best wishes, 

Jill Zeffers
jill@spas.com
XYZ Spas & Salons

Thanks for at least
using my name.

They really care
what I think.

Wow! You really read my review!

Reply Delete Block User ye
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Figure 13 Yelp’s Advice to Managers for Responding to a Positive Customer Post

6-7c Anticipating Customer Needs Online
Sometimes simply responding to customers isn’t enough. Companies can anticipate requests 
and offer suggestions on sites such as twitter. Figure 14 shows an example of Wynn encore in 
Las Vegas proactively interacting with a customer.10,11
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Speed is critical in online communication. this Wynn interaction takes place within  
11 hours—slower than a phone conversation but probably faster than an email exchange for 
several messages. Responses are even faster with location-based apps such as Foursquare, 
which tell companies when potential customers are near their store. Companies have to decide 
how “proactive” to be without being intrusive. these decisions will only get more complex as 
new apps are developed and privacy is increasingly challenged.

Shean702 tweets this message about his weekend plans in Las Vegas:

With the tag “@EncoreLasVegas,” the Wynn Encore Tweeter �nds the tweet
and asks a follow-up question:

Shean responds with the name of the restaurant, Switch Steak:

The Wynn Tweeter then makes an unsolicited recommendation:

Shean responds with his gratitude:

This weekend = room @venetianvegas dinner & drinks
@LavoLasVegas on Friday. Saturday is dinner @EncoreLasVegas
drinks @SurrenderVegas #Vegas
about 22 hours ago via twidroid

@shean702 where are you dining at Encore on Saturday? ^JB
about 14 hours ago via CoTweet in reply to shean702

Following

@WynnLasVegas switch steak! I have heard great things but
never been! #staycation
about 13 hours ago via twidroid in reply to WynnLasVegas

E X P L O R E
D I S C O V E
Wynn Las Vegas
designed to be e
discovered, to ex
of each and ever

award-winning rooms &
suites, signature restaurants,
exciting leisure activities &
nightly entertainment.

800           346,037     1,744
following   followers   listed

Tweets    3,852

@shean702 try the Kobe-style beef
carpaccio, grilled baby octopus, dry-
aged NY strip w/bacon-mushroom
crust, or Montana bison rib-eye. ^JB
about 12 hours ago via UberTweet in reply to shean702

@WynnLasVegas wow! That all sounds incredible!!! I will check it
out and let you know how it goes!!! 
about 11 hours ago via twidroid in reply to WynnLasVegas tW

it
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Anticipating Customer Needs on twitter Figure 14
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> SummARY

LO1 Compose a neutral message.
When writing a neutral message, such as to request action or ask a question, present the major 
request early, along with reasons for making the request. Word your questions so that they are 
clear and easy to answer. Close on a friendly note.

LO2 Respond to a neutral message.
Answer neutral messages promptly and graciously. Grant the request early and answer all 
questions asked. Close on a positive and friendly note, and use original language.

LO3 Compose a goodwill message.
Write goodwill messages to express congratulations, appreciation, or sympathy. Write promptly, 
using a direct pattern, and be sincere, specific, and brief.

LO4 Address customer comments online.
Follow a strategy for responding to online comments. highly positive comments may deserve a 
response, while neutral comments can be left alone.

> ExERCiSES

1. Request alumni organization membership information.
Whether you’re graduating this year or a few years from now, you may want to join a local
alumni organization. Write an email to the head of the alumni association in the area you
might live. Include specific questions about membership fees, club activities, benefits of
joining, and the process for enrollment.

Compare the email you receive from the association with emails your classmates receive. 
Is the alumni association communicating consistently across regions (if there are multiple 
locations), and are representatives of the organization customizing emails to each of you?

2. Request health club membership information.
Research a local health club online. Look at all of the information on the club’s website, and
find one question that isn’t answered online. For example, you might ask a question about
cancelling membership, suspending membership temporarily, getting discounts for bringing 
in new members, or parking facilities. Write an email—or complete the club’s online form—
to submit your question. Before you send the question, print a copy for your instructor.

3. Request information about a product.
Research a product that you would like to buy. Look at the product description on the
company’s website, and read consumers’ product reviews online. think of one or two
questions that you would like to know before deciding to buy the product. For example,
you may find a functionality issue identified in one of the product reviews, and you want
the company’s response. Or, you may have a specialized need for the product, and you
want to make sure you can use it in a certain way.

Using a contact form or email address on the company’s website, write a message to ask 
your question(s). Copy the message into a new document and give it into your instructor.

4. Write an email to request repair or maintenance.
Is something broken where you live? try to get it fixed by sending an email to the building
manager. Specify the problem and why it’s important to repair. Or you could ask for other

LO1 Compose a neutral 
message.
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services, such as better garbage removal or more heat. In class, compare the responses you 
receive. how do landlords respond to your issues—or not?

5. Write an email to employees about new security procedures.
Imagine that you work for a news organization. Because of recent bomb threats to 
your building, facility management will implement new security procedures. In the 
past, employees would walk to the elevators freely, but starting two weeks from today, 
employees will have to swipe ID cards to get access to the elevators.

Write an email to employees explaining the rationale for the new procedure, where 
to get an ID card, and how the process will work. Invent whatever details you believe 
employees will need in order to understand the change.

6. Respond to a request for information about school.
Imagine that you receive an email from a student at your former high school, asking you 
about life at your college. Read the message below, and then write a response.

Delete Junk Reply Reply All Forward Print To Do

Email

To: 
From:  Penny Garzon
Subject:

Hello _______________,

I’m a sophomore at ________________ high school, and I’d like to know more
about __________ [college or university]. You might remember my sister,
Marguerite Garzon, who graduated with you. She went to Ohio State
University, but I’m looking at other options. 

Will you please tell me how you like school and answer a few questions for me: 
● How dif�cult is the work? Is the workload much more than what we have in

high school? Is it manageable if I also have a part-time job during school?
● How accessible are the instructors at your school? Do they have time

for you one-on-one? 
● What’s the social life like at your school? Are fraternities and sororities

popular? What do people do for fun?
● Does your school have a debate club? I’m on the debate team in high

school, and I’d like to join a club in college. What are my options? 

Thanks for giving me your perspective. This will help me make a decision
about whether to apply to your school. 

Penny Garzon

Questions About College Life

_________________________

7. Evaluate responses to the request for information about school.
Compare responses to the previous exercise. When you look at two other students’ 
responses to the same request for information, you’ll likely see differences. Some 
differences may reflect high school experiences; you’ll provide different information when 
using your high school as a common point of reference. Other differences may be because 
of your perceptions about college life.

Still other differences may reflect your writing style and the level of detail you provided. 
What differences do you see in your responses, and which versions work best and why?

8. Respond to a speaking request.
Imagine that your former employer invites you back to speak to their human resources 
department. they want to know your perspective as a former employee or intern. Read the 
following email, and write a response accepting the invitation.

LO2 Respond to a  
neutral message.
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Delete Junk Reply Reply All Forward Print To Do

Email

To:  _________________________
From:  _________________________
Subject: Request to Speak to Our HR Department

Dear _______________,

We would like to invite you to speak to our human resources department
about your work experience at ___________. Your perspective will help us
plan the intern program for next summer.

If you accept, you’ll speak as part of a panel discussion on Friday,
October 14, 1:00-2:00 p.m., in the Statler Conference Room.  

Please let me know by September 9 whether you are available and willing 
to participate. I look forward to your response and will send more details 
if you accept.

Thank you, 

_____________________

9. Respond to a child’s request for a LEGO set.
For two years, James Groccia, an 11-year-old boy with Asperger’s Syndrome, saved up for 
his dream LeGO train set, only to learn that the set had been discontinued. James wrote a 
letter to LeGO, hoping for the set or a lead to find one.12

 

For two years I kept all the money I got for birthday and holiday gifts, some of 
my allowance and some money I got for participating in a research project. At 
last, a couple of months ago I had my $100 and was ready to buy the LEGO 
set of my dreams.

My mom started looking for it online and could not find any. We checked 
the LEGO store in our area and they didn’t have it either. I was completely 
crushed. You’ve stopped making it! It seems the only way to get one now 
is to pay $250 on Amazon or eBay, since now it is considered collectible.

I got another LEGO set, thinking I could forget about the Emerald Night, 
but every time I see it anywhere online I get very sad and disappointed. I 
still want the Emerald Night so badly, but there are none to be found.

Do you have any at your corporate headquarters? Perhaps I could get one 
that way? If you have any other ideas, I would be happy to hear them. I 
have never wanted a LEGO set so badly ever in my life.

Imagine that you’re a consumer services advisor at LeGO and are sending James the 
emerald Night train. Write a letter to James that will accompany the package.

Compare your draft with the actual letter LeGO sent (bit.ly/Vsbk3e). Discuss the 
similarities and differences in class, paying particular attention to how your message is 
organized. Which approach works better and why?
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10. Write a team response to a request.
You are a member of the Presidents’ Council, which consists of the presidents of all on-
campus student organizations. You just received a memo from Dr. Robin h. hill, dean of 
students, wanting to know what types of service projects the student organizations on 
campus have been engaged in during the past year. the dean must report to the board 
of trustees on the important role played by student organizations—both in the life of the 
university and community and in the development of student leadership and social skills. 
She wants to include such information as student-run programs on drug and alcohol abuse, 
community service, and fundraising.

Working in groups of four, identify and summarize the types of service projects that 
student organizations at your institution have completed this year. then organize your 
findings into a one-page memo to Dr. hill. After writing your first draft, have each team 
member review and comment on the draft. then revise as needed and submit. Use only 
factual data for this assignment.

11. Write a congratulations note.
Imagine that your former boss just won a “Manager of the Year” award. handwrite a note 
congratulating the manager, and make it meaningful by referring to your own experience 
as his or her employee. Include whatever details and examples you believe are relevant 
when congratulating your boss for the award.

12. Write a recognition email.
Imagine that you’re a store manager for a local Costco. Brian, one of the sales associates 
who reports to you, has a reputation of going above and beyond to help customers. You 
just received a copy of this note, which a customer sent to Brian:

Dear Brian,

Thank you so much for your help with the Panda curtains. Thanks to your dili-
gent follow-up, I found the size and color I wanted at the Birmingham store. 

I appreciate that you remembered to call me with the information, and even
more, I appreciate your cheerful personality. In other stores, I sometimes feel like
a burden to the sales staff, but you treated me like a real customer—someone
who is important to Costco. I’ll remember this next time I redecorate my house! 

Best wishes,

Annan Pongsudhirak

As a good manager who takes the time to recognize employees’ work, you write your 
own email to Brian. In addition to acknowledging this customer’s feedback, include other 
examples of Brian’s performance (which you can invent).

13. Write a thank-you note.
Imagine that you work for In the Loop Soup Kitchen, a local food pantry. earlier this week, 
a man came into the facility with a gun. Fortunately, no one was hurt, but people were 
frightened. Write a note to your local police department thanking them for their quick 
response and adept handling of the situation.

14. Decide whether to respond to online reviews.
Read three tweets about Gap. If you were in charge of customer service, to which, if any, of 
these reviews would you respond? Why or why not? In small groups, discuss your rationale 
for whether to respond to each review. If you do choose to respond, what would you hope 
to accomplish with each reply?

LO3 Compose a  
goodwill message.

You’ll find more 
information about the 
company scenario, In 
the Loop, on www.
cengagebrain.com

LO4 Address customer 
comments online.
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15. Respond to a positive customer online post.
Imagine that you’re the general manager of the hotel Urbano in Miami and find this review 
on tripAdvisor. Use the Yelp guidelines in Figure 13 to write a response that would be 
posted on tripAdvisor.
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16. Send an email response to a highly positive customer comment.
Imagine that you just found this comment about your new dog-training company online. Using 
the Yelp guidelines in Figure 13, write a response that shows appreciation for the comment.

The Best $ You Could Spend
February 21, 2017  See all my reviews

Doggie Do is the best! My Doberman, Oscar, wasn’t house trained and
took frequent nips at my 11-year-old son, but now he’s a new dog.
Amelia at Doggie Do immediately took control, and now Oscar is a
well-behaved little pooch—and the rest of the family is much happier.
I’d recommend Amelia to anyone having trouble breaking in a new pet.

17. Evaluate a company response to comments online.
Imagine that you are a manager at the department store JCPenney. A new employee, Marni, 
is responding to customer comments online and wants your advice on her draft. She says 
that she wants to keep responses short and doesn’t see the point of adding anything. In 
an email to Marni, provide your feedback on her draft—and rewrite the response. Consider 
how you can personalize the response and perhaps engage the customer to tell you more 
about his or her experience.

Original post: “Ordering online with JCPenney is a breeze! What a great website—
easy to find anything and easy to navigate. I love JCPenney!”

Draft company response: “thank you. this is nice to read.”

18. Anticipate a customer’s needs.
Imagine that you manage the twitter account for Nike. At least twice a day, you search for 
mentions of the company and questions about products and services. today, you found 
this tweet.

tW
it

te
r.

Co
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chrisbushkin Chris Bush

does anyone know where i can get Nike Total 90 Supremacy’s
from .. Size 11 FB ..
18 seconds ago

this is a great opportunity to reach out to a potential customer proactively. You may invent 
information to include about the product. Just be sure to stay within twitter’s 140-character 
limit. If you want to refer to a web address, you may include a shortened link (using the web 
address “bit.ly”).
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cOMPany scenariO
in the Loop
Let’s revisit In the Loop, the soup kitchen in the midst of a crisis. You may recall that 

a gunman entered the facility, and fortunately, no one was hurt. Now it’s your job, as 

the assistant director, to get the agency back to normal so that you can continue to 

serve the community. encouraging people to return to In the Loop is crucial for the 

organization to fulfill its mission.

Your instructor may assign 

the following for you to practice 

communicating neutral/positive 

messages:
●  Write a news release to be 

posted on the in the Loop 
website and sent to news 
agencies. your instructor 
may provide a sample 
template for you to use.

●  Write an internal email to 
explain the situation to 
volunteers and encourage 
them to return to in the 
Loop.

●  create a crisis communi-
cation plan for handling 
potential situations in the 
future. you may use the 
template below.

Communication Plan Template

Audience
Communication 
Objectives

Audience 
Background

Communication 
Medium

Message 
Timing
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Persuasive Messages

“ SeaWorld is becoming the textbook case of what not to do in a 

crisis.” 1

—David E. Johnson, CEO, Strategic Vision, LLC

LEarning ObJEC tivE s

after you have finished this chapter, you should be able to

LO1 Plan a persuasive message for your audience.

LO2 Write a short persuasive message.

LO3 Write a sales letter.

LO4 Write and respond to negative customer and public feedback.

C h a P t e r

7
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ChaPtEr intrODuCtiOn

seaWorld Mishandles Blackfish 
Controversy
the director of the movie Blackfish says 

she didn’t intend to cripple SeaWorld, 

but that’s exactly what happened.2 the 

documentary criticized the theme park 

for mistreating orca whales, blaming 

their captivity for trainer deaths.

For months, SeaWorld ignored negative 

comments on social media hoping  

the controversy would settle down. 

Instead, celebrities and animal rights 

activists continued their attacks, which 

damaged SeaWorld’s image and caused 

declining park attendance.

Finally, the company took action. On Facebook, twitter, and Instagram, SeaWorld 

defended its position with videos, statements, and images of animal rescues.

But SeaWorld still struggled with its response. twitter campaigns, such as #Love 

dolphins? and #askSeaWorld, backfired. For the latter, People for the ethical treatment 

of animals (Peta) posted the tweet shown here.

a writer for Slate magazine called the campaign “a terrible idea.”3 When companies 

mishandle negative feedback, they only exacerbate a bad situation.
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7-1 Planning Persuasive Messages
We use persuasion to motivate someone to do something or believe something that he or she 
would not otherwise have done or believed. every day people try to persuade you: companies 
advertise their products, friends convince you to go to the movies, and instructors encourage 
you to learn new concepts.

as a manager, you need to persuade others to do what you want. to be successful, you must 
overcome resistance. People may resist your ideas for many reasons. Following are a few 
examples of persuasive messages and the resistance you may encounter.

Persuasive Message Possible Resistance

You want your manager to give  
you a promotion.

Your manager may have budget restrictions or 
may believe your performance doesn’t warrant  
a promotion.

You want to sell a new product  
to an existing customer.

the customer may be happy with the current 
product or may not want to spend more money.

You want an employee to work 
overtime.

the employee may have other plans or may  
believe your request is unfair or unnecessary.

You want a supplier to give you a 
discount on products.

the supplier may have sales targets he or she 
needs to reach, may not have authority to grant 
your request, or may be concerned about fair-
ness to other customers.

You want a business to provide better 
service.

the business may not believe your negative 
feedback or may have national standards that 
can’t be changed (for example, how many people 
work in local stores).

You want to improve your company’s 
image after negative publicity.

the public may not trust the brand after a crisis 
situation, particularly if the company didn’t 
handle it well. 

In each of these situations, you must find ways to overcome the resistance. this process 
begins with analyzing your audience.

7-2 Analyzing Your Audience
You’ll have the best chance of persuading your audience if you know your audience and adapt 
your message to them.

7-2a Knowing Your Audience
One distinction between advertising and persuasion is that persuasion is more personalized. 
although advertisers can target a consumer based on, for example, other online purchases and 
websites visited, managers who know their audience personally can tailor a persuasive message 
to their specific needs.

In Chapter 4, you learned an approach for analyzing your audience. these five questions, 
shown again in Figure 1, are particularly useful for persuasive messages.

Let’s say you manage a team of eight employees and—because of cutbacks—need to 
persuade each of them to take on additional responsibilities.

LO1 Plan a persuasive 
message for your audience.

How comfortable are you 
overcoming resistance 
from others? Do you 
tend to shy away from 
persuasion, or do you 
embrace the opportunity 
to convince others of your 
point of view?
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Example of Tailoring a Persuasive Message to Different Employees

For an employee who . . .
You might focus on how taking on additional  
responsibilities will . . .

Is ambitious and wants to be  
promoted.

Make him or her eligible for higher-level positions 
in the future.

Is social and cares about the team. help the overall team performance.

has a strong work ethic. Increase his or her contribution to the organization.

Is an underperformer. Maintain his or her status in the organization  
(by understanding that the new responsibilities  
are essential to the job).

Stress the “you” attitude to achieve the results you want. audiences need to know, “What’s in 
it for me?” and you can address this if you know your audience well. Your job is to let the reader 
know the benefits of doing as you ask. emphasize the reader, not your request or product.

� NOt Our firm would like to do an energy audit of your business.

� BUt an energy audit will tell you which investments will save the most 
money over time.

7-2b Applying Persuasion Principles
In his work Rhetoric, aristotle identified three methods by which people can be persuaded:

 ● ethos, an appeal based on credibility
 ● Pathos, an appeal based on emotion
 ● Logos, an appeal based on logic

these methods remain as relevant today as they were when aristotle wrote about them 
more than two thousand years ago. as part of your process of analyzing your audience, you 
might consider which of these methods—or what combination—will work best to persuade 
each person or group.

Ethos: Appeal Based on Credibility
to persuade an audience who is skeptical about your character or ethics, focus on your credibility. 
In these situations, your audience may not know you well or may question your motives. You might  
hear clues about your audience’s resistance to your credibility—for example,  you might get questions 
such as, “What’s your background?” or “how long have you been working with Wells Fargo?”

to address these concerns, demonstrate your good character. Consider discussing your 
background up front, sending your bio ahead of time, bringing a more experienced person 
with you to a meeting, showing examples of your work, or providing references. the more your 
audience connects with you as a person, the more they may trust you and your opinions.

In what ways do you feel 
credible as a business 
professional, and in 
what ways do you feel 
deficient? Consider your 
view of yourself and how 
you can strengthen how 
others perceive you.

Who is the
primary 

audience?

What is 
your 

relationship
with the 

audience?

How will 
the 

audience
likely react?

What does
the

audience 
already
know?

What is 
unique

about the
audience?

Audience Analysis

audience analysis Figure 1
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the Society for the Prevention of Cruelty to animals (SPCa), whose mission is “the 
advancement of safety and well-being of animals,” uses credibility in this example by identifying 
the organization with famous celebrities, a common approach in advertising.

On Saturday, July 11, actresses Mary Tyler Moore and
Bernadette Peters honored SPCA International at the annual
“Broadway Barks” – a star-studded dog and cat adopt-a-thon
in New York City hosted by Broadway Cares.
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Pathos: Appeal Based on Emotion
Some audiences are more persuaded by emotional appeals—and some topics lend themselves 
to more emotional appeals. as you might imagine, the SPCa often uses this approach to get 
people to adopt pets and donate money. adorable—and tragic—stories and images of animals 
appeal to the SPCa’s audience on an emotional level. Notice how pets’ names are used in this 
story to personalize the animals. You also can connect with people emotionally through vivid 
language and, for an oral presentation, dynamic delivery.
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Another Mission Complete!

After a long summer of sweltering heat that forces 
airlines to impose restrictions on animal travel in the
Middle East, SPCA International’s rescue experts were
able to go back to Baghdad last week and save 18 U.S.
soldiers’ companions. Dusty, Zada, Demon, Stryker,
Dude, Maggie, Stinky, and DH, along with twelve others,
landed safely at Dulles International Airport in Virginia.
Stryker (pictured here) has an especially sweet story of
rescue and survival.

Logos: Appeal Based on Logic
to persuade some audiences, logical appeals—solid evidence and reasoning—work best. 
When an audience challenges your argument (“how can you be sure we’ll get the results you 
promise?”) or asks for data (“What’s the return on investment for your proposal?”), focus on 
logical appeals. In this example, the SPCa uses evidence and reasoning to show—in concrete 
terms—the consequence of one unspayed animal and what your donation will achieve.

Your donation will make a difference!

Operation Baghdad Pups            One Cat, One Day            Emergency Shelter Grants        Spay and Neuter

An unspayed cat and her offspring can produce more than
400,000 cats. An unspayed dog and her offspring can 
product over 6,000 puppies. SPCA International supports 
free and low-cost spay and neuter clinics worldwide. Your
donation of $75 can neuter a low-income family’s male 
cat; $100 can spay their female cat; $100 can help 
neuter their male dog; $125 can spay their female dog.
Donate Now!
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For many business communication situations, logic is the most effective form of persuasion. 
aristotle defined the three aspects of logic this way:
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 ● Fact: indisputably true
 ● Inference: probably true
 ● Opinion: possibly true

Factual data is most persuasive; however, inferences drawn on available data and expert 
opinion also may convince your audience.

Ethical Persuasion
Persuasion is not coercion. In some cases, people may be forced to do something, but they can’t 
be forced to believe something. they must be persuaded in ways that are acceptable to them.

as business communicators, we have a responsibility to act ethically in building relationships 
with our audience. Imagine trying to rent an apartment when you’re in a desperate situation: 
you have only one day to find a new place. Knowing this, the landlord tells you that three other 
people are coming to see it later in the day, even though that’s not true.

People who prey on others’ limitations just to make a sale are not acting ethically. ethical 
communicators know their audience—and ensure that their audience knows them—but never 
take advantage of this relationship.

Let’s look at an example of questionable ethics in persuasive writing. You probably heard 
of scam emails that con people into sending money, either to help someone in trouble or 
in exchange for a large inheritance. Notice how the writer uses ethos, pathos, and logos to 
persuade the audience in the email example in Figure 2.

Delete Junk Reply Reply All Forward Print To Do

Email

To:  
From:  
Subject: Con�dential and Urgent

Dear Friend,

I wish to offer you with a request that would be of immense bene�t
to both of us. I am a lawyer based in Ireland. I want you and I to make
some good out of a situation that would otherwise have no good
solution. I am dealing on a case of my former client that willed a 
fortune to his only son. It is very sad that he and his son both died on
the World Trade Center attacks on 11 September 2001. The wife died
of heart attack when she heard the sad news. Now I have problem of
�nding a trusted person who can be the bene�ciary that I would pass
the inheritance to. And according to Ireland law this fortune must be
relinquished to the government if no relatives or next-of-kin are found
to claim the fortune....

The bank account has an outstanding balance of $48,550,000.00USD
($48.550 Million USD). I have all details and can provide with you his
bank information to enable you access to his account to con�rm all. I
know that you may be concerned about this large sum, but you are 
the only available kin to my client....

Pathos

Ethos

Pathos

Logos

Logos

Ethos

Pathos

Scam email Uses Principles of Persuasion Figure 2

this email goes on to promise a 40% share of the $48 million, but of course, there’s a catch. 
When readers get in touch with the sender, they are asked for a “transaction fee” before they 
can receive the money. this could be a few thousand dollars—not much if you’re expecting 
millions in return. In a similar scam, a 76-year-old Floridian sent $30,000 to someone in New 
York and $12,000 to what she believed to be the Central Bank of Nigeria.4

Have you been in 
situations where you felt 
gullible? Have you fallen 
for a scam and realized 
too late? What influenced 
you, and how can you 
avoid this in the future?

The many grammatical 
errors and awkward 
sentences should cause 
the receiver to question 
the writer’s credibility.
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You might find it unbelievable that so many people fall for this blatant fraud. But this is 
persuasion at its worst. With an adept use of ethos, pathos, and logos, thousands of similar 
schemes swindle people out of millions of dollars. One scam-prevention organization estimates 
that people lose $200 million each year because of such emails.5

7-3 Writing a Short Persuasive Message
In business, you’ll write many types of persuasive messages. In this section, we’ll discuss how 
to write a short message, for example, to present an idea or to request action. In later sections, 
we’ll explore approaches to sales letters and negative customer feedback—also challenging 
situations for persuasive writing.

to help you write messages to persuade an audience to accept your idea or fulfill your 
request, we’ll discuss how to start the message, capture the reader’s attention, justify your idea 
or request, deal with obstacles, and motivate action.

7-3a Determining How to Start the Message
Most persuasive messages in the United States have the main point up front with the direct 
organizational plan. however, depending on the audience and situation, you may choose a 
more indirect organizational plan, with explanations before the main point.

In the example in Figure 3, a restaurant employee uses the direct plan to present an idea 
to improve the owner’s business. She states her recommendation up front (adding hot food 
items), mentions the problem (declining sales), and then provides evidence to support her idea.

In Chapter 10, about writing reports, we’ll see the Jason’s Deli example as a longer, more 
formal proposal. In this example, Grace provides just enough information to get the owner 
interested in her idea.

LO2 Write a short  
persuasive message.

Delete Junk Reply Reply All Forward Print To Do

Email

To:  Jason Myers
From:  Grace Y. Lee
Date: March 20, 2017
Subject: Adding Hot Food Choices to the Menu
Jason,

I have an idea to add hot food items to the buffet. The restaurant has
done tremendously well as a salad bar and deli since its grand opening in
2005, but guest count and revenue have been declining in the past year.

If we redesigned the menu to include hot food, Jason’s can bene�t in
the following ways:

ncrease revenue and pro�t: hot foods are priced higher than cold
foods.

istinguish the café from competitors: few other delis in the area
offer hot foods.

Keep pace with market trends: people want more variety in their
food choices.

By adding hot foods, Jason’s can return to last year’s revenue level. I
look forward to hearing your reaction when we meet on Thursday. At
that time, I can provide you with more of my research.

Grace

Mentions speci�c follow-up
action; offers to provide

more information.

Uses a clear, speci�c 
subject line.

Puts the main point 
up front.

Uses an informal closing
with her name only.

Provides a brief rationale
after the main point.

Justi�es the idea with 
easy-to-read bullet points.

Restates the main point.

Figure 3 Direct Plan to Present an Idea
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Consider using the direct organizational plan for persuasive messages in these situations:

 ● You’re writing to people who prefer the direct approach and may not read your entire 
message (e.g., senior-level managers).

 ● the idea does not require strong persuasion (i.e., there are no major obstacles).
 ● the idea is long or complex (a reader may become impatient if your main point is buried 

in a long report).

to use the direct style, present your recommendation and brief rationale in the first 
paragraph, followed by supporting evidence.

� NOt I recommend we hold our Pittsburgh sales meeting at the Mark-Congress hotel.

� BUt I have evaluated three hotels as possible meeting sites for our Pittsburgh 
sales conference and recommend we meet at the Mark-Congress hotel. 
the Mark-Congress is centrally located, has the best meeting facilities, 
and is moderately priced.

Consider using the indirect organizational plan in these situations:

 ● You’re writing to someone who resists your message but is likely to read your entire 
message (e.g., employees who report to you).

 ● You know that your reader prefers the indirect plan (e.g., someone from a high-context 
culture).

For the indirect style, you might avoid disclosing your purpose immediately. For a 
PowerPoint presentation, for example, compare the three title slides in Figure 4. the first may 
be too specific for an idea that will probably meet resistance (to sell a division of the business 
to reduce headcount). the second title, “roper Division,” is too general and tells the audience 
nothing about your idea. the third is probably best for the topic: the title provides context for 
the presentation but does not reveal the conclusion up front.

Selling the Roper Division
Headcount Savings Outweigh
Potentially Negative Publicity

Jim Harrison, V.P. of Operations

G.P. Industries

The Roper Division

Jim Harrison, V.P. of Operations

G.P. Industries

Analysis of
Roper Division Pro�tability

Weighing the Costs and Bene�ts

Jim Harrison, V.P. of Operations

G.P. Industries

Appropriate for the
indirect approach

T(1)

(3)

oo specific

Too general(2)

Direct and Indirect title Slides Figure 4
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7-3b Capturing the Reader’s Attention
to capture your audience’s attention, use a catchy opening. an opening that is interesting, 
relevant, and short will entice your audience to continue reading.

 ● Interesting: a good opening sentence in a persuasive message grabs and keeps the reader’s 
attention. a rhetorical question gets the reader thinking about the topic of your message 
but doesn’t elicit a literal answer. Of course, yes-or-no questions or questions with obvious 
answers won’t motivate someone to read on and may insult the reader’s intelligence. 
an effective rhetorical question is, “how much weight does the average Cedar Fitness 
Center member lose within a month of joining?” an unusual fact or unexpected statement 
also may draw the reader into the message. Or, you might want to write something that 
immediately establishes common ground between you and the reader.

 ● Relevant: Your opening statement must also be relevant to the purpose of your 
message. If it is too far off the topic or misleads the reader, you risk losing goodwill, 
and the reader may simply stop reading. at the very least, the reader will feel confused 
or deceived, making persuasion more difficult.

 ● Short: Often an opening paragraph of just one sentence will make the message inviting 
to read. Few readers have the patience to wade through a long introduction to figure 
out the purpose of the message.

Showing one of the “real housewives” in a bathtub, the billboard in Figure 5 was part 
of Peta’s campaign to improve how orca whales are treated, which you read in the chapter 
introduction. the rhetorical question attracts attention and encourages you to learn more.

after your opening, you next have to convince the reader to accept your idea or fulfill your 
request.

7-3c Justifying Your Idea or Request
how you support your idea depends on what would persuade your audience, what is relevant 
to the situation, and what information you have available. Generally, the more evidence you can 
include, the better. however, for simple ideas presented in short messages, focus on your strongest 
supporting points and use a variety of evidence. a mix of facts and statistics, expert opinion, and 
examples (Figure 6) will prove that your idea is valid and that you know the subject well.

also, to convince your readers to accept your idea, you must be objective, specific, logical, 
and reasonable. avoid emotionalism, obvious flattery, insincerity, and exaggeration. Let your 
evidence carry the weight of your argument.

� NOt Moving our plant to Norfolk would result in considerable savings.

� BUt Moving our plant to Norfolk would save nearly $175,000 annually.

Figure 5 rhetorical Question Captures attention
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� NOt Why should it take a thousand phone calls to convince your computer to credit 
my account for $37.50?

� BUt even after five phone calls over the past three weeks, $37.50 has still not 
been credited to my account.

types of evidence Figure 6

Facts and Statistics: Use objective statements and statistics that can be
veri�ed. Choose a few relevant data points to avoid overwhelming the reader.

Example: The Roper Division represents 34% of our overhead expenses.

Example: According to a recent study by Accenture’s Supply Chain
Management group…

Example: When Maximus outsourced its logistics last year, the company saved…

Expert Opinion: Include experts to support your points, particularly if your
credibility is in question.

Examples: Use relevant, representative cases or incidents to illustrate your
points.

The Strebel Planning Group is different from other area providers in so many ways. Most important of all, 
we believe, is that we are locally owned and completely independent. This means that we don’t answer to 
a home office, don’t have sales quotas that result in our recommending products that are not quite right 
for you, and have the ability to create client fulfillment processes in response to client’s needs, not those 
of some bureaucrat who has no understanding of our community. We subscribe to a fiduciary standard 
not required or aspired to by the vast majority of firms out there. Read more about “How We Differ”. . .
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addressing Potential Obstacles Figure 7

When Beef Products Inc. was accused of making “pink slime,” a beef additive treated with 
ammonia, the company fought back. But the tone in a statement and marketing materials was 
defensive. the CeO’s message attacked the media for the “campaign of lies and deceit that have 
[sic] been waged against our company.” the statement provided evidence about product safety: 
the company had been in business for 30 years and produced millions of meals (facts) and was 
supported by credible organizations (expert opinion). But the company lost credibility because 
of the tone and the threat of lost jobs.6

7-3d Dealing with Obstacles
Most business audiences are smart enough to know potential downsides of your idea. If you ignore 
obvious obstacles, you miss an opportunity to address them—and could insult your audience.

In most cases, you can devote relatively little space to address potential concerns. Include 
these points in the same sentence as benefits to the reader, or in mid-paragraph.

however, if the obstacles are pressing—or you have a good response to them—you might 
address them up front. On its website, the Strebel Planning Group directly addresses cynicism 
about the finance industry (Figure 7).
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7-3e Motivating Action
after providing background information and reader benefits, give a direct statement to 
motivate action. Make the specific action clear and easy to fulfill. Provide specific instructions 
on how and when the reader can complete the task—for example, ask for a meeting to discuss 
an idea in more detail, or state when a request is needed.

You may use compliments, but only when they’re sincere. readers are rightfully suspicious 
when they receive a form letter saying they have been “selected” (along with thousands of 
others). Instead, a personalized request may be more persuasive: “We have selected only five 
advertising firms to participate on our panel. We included Madison Clark because of your  
24 years of experience and your strong service reputation in the industry.”

In some ways, justifying a persuasive request is more challenging because reader benefits 
are not always obvious. Use a confident, polite tone to ask for the desired action. You might 
acknowledge, “I know this is a busy time for you,” but avoid weak statements, such as, “If 
you don’t want to do this, I understand.” Don’t let the reader off the hook too easily. end on a 
positive tone by reinforcing the “you” attitude and the action you want the reader to take.

Possibly most important, keep your request reasonable and show your appreciation. Don’t 
ask someone else to do something that you can or should do yourself. and remember to thank 
the person after the request is fulfilled.

the Checklist for Short Persuasive Messages summarizes these guidelines. although you 
will not be able to use all of these suggestions in each persuasive request, you should use them 
as an overall framework for structuring your persuasive message. 

Checklist for Short Persuasive Messages
Determine How to Start tHe meSSage

� State your main points up front for most persuasive 
messages (the direct organizational plan).

� Consider an indirect organizational plan when your 
audience may resist your message or would prefer a 
less direct style.

Capture tHe reaDer’S attention

� Use a catchy opening to entice the reader to continue. � Choose an interesting, relevant, and short opening.

JuStify your iDea or requeSt

� Devote the major part of your message to  
justifying your message. Give enough background 
 and evidence to enable the reader to make an 
informed decision.

� Use facts and statistics, expert opinion, and 
examples to support your points.

� Use an objective, logical, reasonable, and sincere tone.
� Present the evidence in terms of reader benefits.

Deal witH obStaCleS

� Do not ignore obstacles or any negative aspects of 
your message. Instead, address them directly.

� In most cases, subordinate the discussion of obstacles 
by position and amount of space devoted to the topic.

aSk ConfiDently for aCtion

� State (or restate) the specific idea or request late in 
the message—after most of the benefits have been 
discussed.

� Make the desired action clear and easy for the 
reader to take, use a confident tone, and do not 
provide excuses.

� End on a forward-looking note, continuing to stress 
reader benefits.
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7-4 Writing a Sales Letter
the heart of most business is sales—selling a product or service. Individual letters and form 
letters are common to reach prospective customers. In your career, you may write letters as a 
sales manager for a large company, as a development officer for a not-for-profit organization, 
or as the owner of a start-up company. all of these situations require a special approach to 
persuasion—and involve ethical challenges.

Sales letters are an important part of relay For Life’s annual campaign, which involves more 
than 4 million people and raises more than $400 million for cancer research and awareness 
each year. a template fundraising letter that relay For Life gives to its volunteers is shown in 
Figure 8.7

LO3 Write a sales letter.

Introduces the selling 
theme up front: �ghting

against cancer.

The Comic Sans typeface
is a bit overused but may
be appropriate for Relay
For Life's casual letters.

Balances logical
arguments with

emotional appeal.

Immediately captures
attention.

Uses the word “�ght” six
times in this short letter.

Includes a strong sense
of urgency.

"No one" should take a
singular pronoun, but

"they" may be acceptable
to most readers of a

personal letter.

Sample relay For Life Fundraising Letter Figure 8
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typically, the indirect organizational plan is used for sales letters. It is sometimes called the 
AIDA plan, because you first gain the reader’s attention, then create interest in and desire for the 
benefits of your product, and finally motivate action.

7-4a Selecting a Central Selling Theme
Your first step is to become thoroughly familiar with your product, its competition, and your 
audience. then, you must select a central selling theme for your letter. rather than focus on all 
of your product’s features, find one major reader benefit that you introduce early and emphasize 
throughout the letter.

With a sales letter, you have only a short time to make a lasting impression on your reader. 
Introduce your central selling theme early (in the opening sentence, if possible), and keep 
referring to it throughout the letter.

7-4b Gaining the Reader’s Attention
a reply to a request for product information from a potential customer is called a solicited sales 
letter. an unsolicited sales letter, on the other hand, promotes a company’s products and is 
mailed to potential customers who have not expressed any interest. (Unsolicited sales letters 
are also called prospecting letters. You might call them spam or junk mail.)

as we discussed earlier, you have only a line or two to grab the reader’s attention. then, 
you’re lucky if the reader skims the rest of your message—either out of curiosity or because the 
opening sentence was especially intriguing.

these opening sentences have proven effective, particularly for sales letters. they may stand 
alone as the first paragraph, but avoid irrelevant, obvious, or overused statements.

Technique Item Promoted Example

rhetorical  
question

a high-priced car What is the difference between  
extravagance and luxury?

thought- 
provoking

an early-morning  
television news 
program

Most of what we had to say about business this  
morning was unprintable.

Unusual fact a laundry  
detergent

If your family is typical, you will wash one ton of  
laundry this year.

Current event a real estate  
company

The new Arrow assembly plant will bring 1,700  
new families to White Rock within three years.

anecdote a weekly business 
magazine

During six years of college, the one experience that 
helped me the most did not occur in the classroom.

Direct challenge a no-blot ballpoint 
pen

Drop the enclosed Pointer pen on the floor, writing 
tip first, and then sign your name with it.

Sales letters, unlike other persuasive messages, may stretch sincerity—within reason. In 
another sample relay For Life letter, the author writes, “hundreds of people will be walking for 
12 hours to help raise money to fight cancer.” We may question whether everyone is walking for 
all 12 hours, but this is probably acceptable for the purpose and audience.

Still, be careful about crossing an ethical line to draw people in. Phishing scams, as we saw 
earlier, lure people into giving personal information, such as bank account numbers, computer 
passwords, or social security numbers. today, because people are more attuned to this type of 
fraud, they may react negatively to a sales letter with a questionable introduction, even if the 
business is legitimate.
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For solicited sales letters, which respond to a customer inquiry, an attention-getting opening 
is not as crucial. Instead, you might begin by expressing appreciation for the customer’s inquiry 
and then introduce the central selling theme.

7-4c Creating Interest and Building Desire
If your opening sentence is directly related to your product, transitioning to features and reader 
benefits will be smooth and logical.

Interpreting Features
Most of your letter (typically, several paragraphs) will probably be devoted to creating 
interest and building desire for your product. an american express letter offering a credit 
card does this well, with easy-to-skim bullets. the writer interprets services by showing 
how each aspect of the program benefits members. the american express letter focuses on 
benefits rather than features (how the card works), making the reader—not the product—the 
subject of the letter.

Marketers refer to the benefit a user receives from a product or service as the derived 
benefit. In the american express example, the company doesn’t sell cards; it sells exclusivity.

although emphasizing the derived benefit rather than product features is generally 
the preferred strategy, two situations call for emphasizing product features instead: when 
promoting a product to experts and when promoting expensive equipment. For example, if 
the car you’re promoting to sports car enthusiasts achieves a maximum torque of 138 ft-lb at  
3,000 rpm or produces 145 hp at 5,500 rpm, tell the reader that. You would sound condescending 
if you explained to such experts what this means.

Using Vivid Language and Graphics
Because people are bombarded with advertising today, novel approaches are essential to 
differentiate your product or service from the pack. Other relay For Life letter examples reflect 
personal stories and show pictures for visual and emotional appeal. One is written from the 
perspective of a dog:8
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another sample letter is written from a child’s perspective and includes a picture of a baby 
(who doesn’t love that!) and colorful text:

Use action verbs when talking about the product’s features and benefits. Within reason, use 
colorful adjectives and adverbs and positive language, stressing what your product is, rather 
than what it is not.

� NOt the ski lodge isn’t in one of those crowded resort areas.

� BUt the private ski lodge sits on the snow-capped peaks of the Canadian 
rocky Mountains.

� NOt a serving of our baked potato chips doesn’t have high calories like the original chips.

� BUt Our baked potato chips have 140 calories per serving—40% less than 
the original chips.

Using Objective, Ethical Language
to be convincing, you must present specific, objective evidence. For sales letters, even more 
than other persuasive messages, simply saying that a product is great is not enough. You must 
provide evidence to show why or how the product is great. here is where you’ll use all the data 
you gathered before you started to write. avoid generalities, unsupported superlatives and 
claims, and too many or too strong adjectives and adverbs. avoid stating or implying something 
your product is not, so your letter doesn’t cross an ethical line.

� NOt at $795, the Sherwood scooter is the best buy on the market.

� BUt the May issue of Independent Consumer rated the $795 Sherwood 
scooter the year’s best buy.

� NOt everyone enjoys the convenience of our Bread Baker.

� BUt Our Bread Baker comes with one feature we don’t think you’ll ever use: 
a 30-day, no-questions-asked return policy.

Similar to a message proposing an idea, a sales letter should include a variety of 
evidence. If you were selling a Kindle, for example, you might include the evidence shown 
in Figure 9.9,10

Mentioning Price
If price is your central selling theme, introduce it early and emphasize it often. In most cases, 
however, price is not the central selling theme and should therefore be subordinated. Introduce 
the price late in the message, after most of the advantages of owning the product have been 

Have you crossed an 
ethical line when trying 
to persuade others? What 
was the situation, and 
how do you feel about it in 
retrospect? Would you do 
anything differently next 
time?
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